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G©e|et fells industry — 'Put Up': National 
Audience Board ptf^idrnt Peter Goelet today 
toll"; FCC llit* time lias conn- for broadcast 
industry to "put up or shut up" with respect 
to enforcement of a code limiting amount of 
commercials in a given time period. Testify- 
ing today at hearing (See story p. 41), he 
says he would like to see problem solved by 
"an interaction" of broadcasters and advertis- 
iug agencies, which would "not only serve 
their best interest but prevent the \ cry possi- 
bility of the government stepping in with an 
arrangement which well might be harsh and 
restrictive." Goelet adds that because he fears 
a situation like Prohibition in the twenties, he 
doesn't favor FCC enforcement of industry 
codes, such as XAfcTs. But he also doesn't ap- 
prove: ''Congress tying the commission's hands 
by legislation." He stresses that "in this in- 
stance I believe what's best for business is best 
for the public," and admonishes broadcast in- 
dustry* "Gentlemen, if you don't do this job. 
someone else is going to do it for you." 

Doable billing hits station: FCC has "de- 
ferred" renewal of license for WFHA-FM, Red 
Bank, i\. J., on grounds station "was engaged" 
or "lent itself to double billing practices in 
connection with Boston Advertising (and Mark 
Mitchell. Boston's successor), a X. Y. agency. 
Station licensee Frank II. Aecorsi. who has 
until 24 December to answer charge, has de- 
nied double billing in view of fact that only 
one bill was sent to the advertising agent, but 
(ltd acknowledge bills being supplied specified 
a rate some ten times as. great as that which 
was actually paid by the agency. ?ays FCC. 
Commission told Aecorsi that although he con- 
sidered the transactions as merely involving a 
discount to the agencies, he should be aware 
the customary agency discount doesn't exceed 
15 r i , and supplying bills and invoices indi- 
cating station's charging ten times a> much 
for advertising as it actually receive* consti- 
tutes participation in a fraudulent scheme. 



United on ratings: Ad\erti-ing Rc-eanh 
Foundation's technical committee, in -pocui I 
-es-ion, agreed "almost unanimoush" th.it 
print and broadcast research data should be 
reported in terms of the "be-t estimate" 
Range*., or confidence limits, the committee 
decided, should not be reported alone. Com- 
mittee members \oted in fa\oi of including 
a full description of both sampling and non- 
sampling errors in published aihei tiding re- 
search reports and of any presentation format 
which would nill attention to the errors. The 
committee also voted to support a recommenda- 
tion of the Harris Report — 1 03, which state- 
that pocket pieces and other reports should 
summa rize size and probability of differences 
between estimates and quantities estimated, 
as well as describe survey design. 

FCC fair about 'Fairness': Cnnir. Frederick 
\V. Ford savs commission has been reasonable 
about Fairness Doctrine, and only in Congress 
has there been tendency to pin a broadcast 
licensee to specific obligations. I le told A ri- 
zona Broadcasters la-t week: "No broadcast 
license has e\er been revoked or denied re- 
newal because of quest ions' under the Doctrine." 
and in e fleet FCC has found broadcaster to 
he fair. But he pointed to Rep. Mo—' ( D.. 
Calif.) bill to permit candidates to demand 
personal answering time to editorializing, and 
Rep. Vounger's f R., Calif. I bill freeing broad- 
casters from need to provide free time to 
answer views on sponsored program-. Sen. 
Pasture has taken stand opposite Vounger's: 
mone\ or no, broadcaster must gi\e opportuni- 
ty to answer. Ford agrees the "giant pocket- 
book" shouldn't prevail at expense of othei 
side of the control crs\ . Ford cited recent case 



in 



which a group challenged a licen-ee 



f 



or 



right to free time to an-wer a sp 0 n-ored con- 
troversial broadcast. Station refused, claimed 
its newscasts had gi\en other -hie of contro- 
versy in overall programing. FCC accepted 
licensee's claim. 
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50% salvage for spot tv: Spot tv figuring on 
50% salvage record at week's end for busi- 
ness casualties of four-day national crisis. Big 
billers now counted in make-good column in- 
clude Lever, Mattel, Procter & Gamble brands, 
and Scott. Others still up in the air, and some 
many-product complexes found on both sides 
of make-good/credit line, Challenges for 
make-good salesmen remained in some soaps, 
toys, foods, and cereals. The big question for 
sponsors: whether tv time available can do 
job originally planned for 22-26 November 
schedules. The impossibility of drawing clear 
lines between credit/make-good business can 
he seen in American Home Products' stated 
policy of getting its half-dozen agencies to 
check avails, then bring them in for individual 
decisions on product-by-product basis. Col- 
gate-Palmolive's ready agreement to take 
make-goods, not in December but January, 
could result in credits if stations find it not 
worthwhile to tie up four days in view of other 
January prospects (see story p. 21). 

TvB's drive to get advertisers to consider 
make-good time is having effect locally as 
well as nationally, as stations adapt the strate- 
gy to their markets. At same time, effort is 
bringing attention to "moral" aspects of case. 
Advertisers are asking selves if they should 
buy less-than-ideal avails to help industry that 
did patriotic job but whose profit margin may 
be many times greater than their own. Media- 
men wondering how big loss can be required 
of broadcasters in time of emergency. The 
four-day sustaining coverage was unprecedent- 
ed test of stations' legal commitment to public 
interest and may result in new methods of 
dealing with emergencies in the future. Quiet 
players in drama are advertisers who took- 
make-goods without question, and at least one, 
Pan American Airways, which gave up all 
claim to its commercials. Pan Am's quit claim 
adds up to a coinmissionable gift to media, 
or anonymous sponsorship of the coverage, 



but a rep source said he thought stations would 
go ahead and run the commercials, anyway* 
Among those who readily agreed to make- 
goods were American Chicle, Folger's coffee, 
at least one General Foods brand, Pepsi-Goiaj, 
Shell, and Wrigley. 

Old Du Mooters' salute: Former employeies 
of pioneer Du Mont tv network gather in New 
York tonight for eighth annual reunion. Alum- 
ni in attendance include founder Allen B. Da 
Mont; Donald H, MeGannon, now president 
of Group W; Ted Bergmann, head of Charter 
Productions: Mel Goldberg; NAB research di- 
rector, and Werner Michel, radio-tv v. p. of 
Sullivan, StaufTer, Colwell & Bayles, 

Poor quitting again: Three of the agencies 
and sponsors of Jack Paar's Friday night NBC 
TV hour have been reassured by the star that 
although he has made an irrevocable decision 
to quit the network at the end oi this season, 
he will "honor all commitments made to them/* 
Paar addsr "I have never had an unpleasant 
moment with, any advertiser or advertising 
agency, There is no problem of censorship in- 
volved." 

Heavy tv for S&L: Some $1,680,000 has been 
alloted to tv next season by the Savings $ Loan 
Foundation out of its total planned advertising 
expenditure of about $MM million! The re- 
mainder will be divided between radio and 
print. Campaign, developed by M^cCann-Ejickr 
son, is tliemed on "the growth dollar." Next, 
year's outlay is some 1450,000 over 1963. Iti 
tv, the foundation will" sponsor first half of 
East- West Shrine grideast for sixth time, phi 
NBC specials, including Amer-kan Speech 
(in March), Red,, White and, Blue (a Jim© 
Project 20) and at least two others,. In radio, 
it will continue to; sponsor first-half of NFL 
championship and East vs. West gridiron GOO- 
tests. 
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MISS 

MICHIGAN 




...where Carol Jean VanValin bagged the trophy and title 
ot Miss Michigan '62. You can check the real thing against 
decoys in ARB and Nielsen. ..they prove you will miss Michigan 
without W»jrM-TV...f or over 12 years the most eltective hunting- 
horn In that rich industrial outstate area made up ot LANSING- 
FLINT- JACKSON and 20 populous cities.. .3,000,000 potential 
live targets. ..748,700 homes (ARB March '63). ..exclusively a 
WJIM-TV preserve. 

Your Blair man can make you a crack shot in our target area! 
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tr'fltreg eaily located to exclusively servo LANSING flint JACKSON 
Co%er ng trie nations 37th market Represented by Blar TV WJiM Rn 3 n by MASLA 



WJIM-TV 
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Interpretation and commentary 
on mnvl significant tv/radio 
And marketing nrw» of the week 



Retirement of advertising manager of Shell Oil, C. F. MaTtineau, ends an era. 

Luflt'f Martiijeuti's aegis, Shell took contnnersial all-out plunge into newspapers, 
a few reasons ago, when Ogilvy, Ben>on H Mather \sns named agency. (Shell's move 
into a > ingle medium »h part of plan to eliminate Shell's internal regional control 
of advertising, placing it under single national control.) After one year of .strong 
emphasis on newspapers, Shell moved more heavily than ever into television. Out- 
door, a major Shell medium prior to the newspaper period. ne\ er regained its 
position. 

No one has replaced Martineau, at last reports, hut J. C. Anderson, assistant 
advertising manager, is filling the .spot at the moment. It's still too earlv to speculate 
on future Shell ad strategy in new set-up, though question of Ogilvy's future is 
already heing raised. 



The secret's out— that Los Angeles radio study of adro&n was KNX-sponsored. 

The study, made for the CBS Radio Spot Sales-rcpped .station hy John B. Knight 
Co., tpieried 142 agencymen from major and minor ad shops on their personal and 
professional opinions concerning programing on Los Angeles radio stations. 

A significant finding: asked how they felt ahont the values of programing vs. 
ratings, 67.5% said programing was "more" important when huying radio time 
than ratings, 10. 3T said it was "less" important. 22.2 r < said it was "the same." 



U.S. Steel has scored a point in buying N. Y. World's Fair opening night on NBC TV. 

Return of the corporation to television (see Sponsor-Week, 18 Xovemher) will 
come with a special 90-niinute color program costing in excess of half a million, 
Wednesday 22 April. Network originally wanted the show to start at 9 p.m. and 
run opposite Beverly Hillbillies and other strong entries. 

Steel felt otherwise: that the program had wide family appeal and should run 
at a time when children as well as adults could watch. Announcement last week 
.said the show would he scheduled from 7:30 to 9 p.m., EST. 



You can't ride high indefinitely without advertising, or so TvAR survey indicates. 

A good example of this is Hershey. which is the classic example of a food manu- 
facturer whose product is >o well established that advertising — so far can he 
held to a minimum. 

In the latest multi-market TvAR studv of product usage at local level I for 
further details, see p. 57). Hershey s chocolate-flavored milk additives are losing 
ground to such heavy advertisers as Nestle. 

Even where Hershev U still in top spot, share of market i> less than it n-ed to 
he, while that of the competition is larger. 

While first November Nielsen tv ratings reveal few changes, they do indicate more viewing. 

For prime time in the survey for early Novemher, CBS had an average rating of 
20,9, against 20.3 a year ago. NBC's figure for 1963 and 1962 was the same 1 7.9. 
ABC scored the greatest pa in with 16.8 average audience, against 15.9 a \ ear ago. 

With all three networks holding their own or improving, the per cent of homes 
viewing network show« was up hy nearly two points. 
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NOW FOR TV 
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facts prove 

Conclusively! 

KNUZ 



r 




No.1 ADULT 



BUY! 



Here are the latest facts and figures on 
cost per thousand — 

TOTAL ADULT 

MEN 
IN AFTERNOON 
TRAFFIC TIME 

delivered by Houston radio stations. K-NUZ 
again is conclusively Houston's NO. 1 BUY! 

MON.-FRI. — 4-7 P.M. 
STATION COST PER THOUSAND 

K-NUZ $ 6.90 

Ind. "A" $ 8.24 

Net. "A" $ 7.25 

Ind. "B" $13.08 

Ind. "C" $10.00 

SOURCE: 

First Houston LQR-100 Metro Area 
Pulse, Oct., 1962. Boscd on schedule 
of 12 one-minute announcements per 
week for 13 weeks, from rates pub- 
lished in S.R.D.S., Feb., 1963. 

SEE KATZ FOR COMPLETE ANALYSIS 
OF ALL TIME PERIODS! 



•PRE5 





PUBLISHER'S 
REPORT 



One man's view of 
significant happenings in 
broadcast advertising 



The broader view 

LIobooy can deny that those tragic three days in late Noveml 
marked a new high in network and station public service. 

When the need arose the industry responded without an install 
hesitation. In a vast outpouring of service the nation's broadcast!) 
sacrificed an estimated $27,000,000 in time billings alone. 

Naturally, the reaction was heartwarming . . . «ven though f@i 
newspaper columnists barbed their approbation by using it a 
springboard to rake up old complaints. In effect, what Harriet Tfjj 
Home and a few other widely-read critics said was. "Wily ©8 
they always operate at this level?'* 

I wish Miss Harriet, who has a way with words, was closes 
the local scene. She sees the network offerings, yes, but . * * 

1 wonder how often she gets out of New York? 

Any observer making it his business to visit Oklahoma Cily % 
Minneapolis, or Atlanta, or Los Angeles, or Detroit, or praetfl 
any of a hundred different markets, can't help but marvel aj 
ingenuity, time, and money that go into locally-produced pal 
affairs programing. Some of the news departments and editorialfeE 
setups would do credit to a fine metropolitan newspaper. I sal hs ,e- 
day while the manager of a Denver station previewed a dltW 
hearsal of an editorial on parking abuses. 1 can't imagine a ftt^ 
demanding session. On another occasion I heard a cab dm 
a bellboy, a drugstore clerk all take time out to coniplimen 
public affairs program broadcast and produced the night before f 
their local Philadelphia station. 

I'm sorry to report that many tv and radio critics don't ktMftf 
score. There are some notable exceptions — but in the main the fel 
who criticizes broadcast service has a mighty narrow view of 
scope or content of public service programing. 

Late this month sponsor will produce its first annual report 
tv public affairs programing. This should lie an eye-opener ! 
the critic who doesn't travel. For it lists and describes over 1d\ 
locally-produced public affairs series and programs. It also prod' 
a listing of editorializing stations. 

Comb over this thick book of service programing and you'll notes' 
come away with a fresh appreciation of tv's day-in, day-out stf a! 
but marvel at the diversity of ideas and the effort put into making ll n 
viewer-worthy. 

The point is: both tv and radio do much more to serve the plr tea 
than is commonly known. The TIO. the NAB. and others arc tffM 
hard to make this understood. But. unfortunately, sometimes II 
severest critics appear to he deaf. dumb, and blind. 
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Top 10 Texas Market Rankings 

•Average Vihour Audience (total) 

1. Dallas-Fort Worth 

2. Houston 

3. San Antonio 

4. WICHITA FALLS 

5. Beaumont 

6. Amarillo 

7. El Paso 

8. Lubbock 

9. Corpus Christ! 
10. Austin 

■ARB TV Market Digest 1963 



KAUZ-TV® 



Represented Nationally by 

AOVtHTHINO TIME 0 A LC t INC 



FOURMOSTinTEXAS* 
WICHITA FALLS 

According to the 1963 ARB TV 
Market Digest. Wichita Falls. Texas, 
came in a resounding FOURTH in 
the state, in quality TV homes 
delivered with 89.400! 
What does this mean to you? It 
means that right now Wichita Falls, 
in addition to delivering the FOURTH 
MOST viewers in Texas, is the 93rd 
market in the nation. 
Whether it's a test market you need 
or just an all around good viewer 
delivering buy. Wichita Falls. Texas 
is the FOURmost buy in the book 




KFDX-TV 

presented Na'. ona y Jan 1 196-i 
Peters GnSfm, Woodward 1 nc 



If you lived in San Francisco.* . 
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. . . yoi/ V/ be sold on KRON-TV 
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■ Yell for a Katz calendar: If you haven't been 
handed a 1964 Katz calculating calendar, take 
the ole Corner's advice and buttonhole a Katz 
salesman pronto. Or contact Ken Klein at the 
Katz Agency in New York. Most timebuyers 
agree that this tool for rapid calculation of re- 
newal and expiration dates makes life a lot 
easier. The attractive 9"xl2" card has a special 
feature — a laminated plastic finish which per- 
mits pen and pencil writing and erasing. This is 
the 20th year Katz has had the calendar made 
up, and although the print order has been in- 
creased each year to try to meet the growing 
demand, somehow there are never enough to 
go around. Since it's first come, first served, 
don't hesitate — holler! 

■ Made a v.p at D-F-S: Shelton Pogue, associ- 
ate media director at Dancer-Fitzgerald-Sample 
(New York) has been appointed a vice president 
of the agency. 

■ Desenex tunis to Olympics: WTS Pharmaceu- 
ticals, (Rochester, N. Y.), makers of Desenex 
athlete's foot preparations, plans to include 
scenes of Olympic events in a one-minute tv 
commercial proposed for use next summer and 



BUYER CONGRATULATES V.P. 




RECEPTION IN BOSTON; Donald J. Trageser (/), re- 
cently named a rice president oj CBS Radio and general 
manager of M'EEl ( Boston) , is congratulated by time- 
buyer Eileen Conradi of Keixyon * Eckhardt, along with 
Chirurg & Cairns a.e. Pete GrUler, and WEEl a.e. Pick 
Lnetters (r). Foursome is pictured at a reception held 
jar Trageser at the Statler fUltOn Hotel in Boston, which 
dreir more than 250 Npw England advertising people 



fall, along with spot featuring New York Giants 
football team, first used last fall. New commer- 
cial w£U be based on theme; "Wherever there 
are men of action . . . there is Desenex . . . of- 
ficially selected fox use by the XLS. Olympic 
Teams." Desenex used full-scale television ad' 
vertising for the first time last summer (top 01 
markets), following on the heels of a successful 
tv trial in four test markets the previous sum- 
mer. The firm used only ethical advertising until 
its venture into tv tests, when it also began 
using consumer print. Proposed Olympic theme 
tv campaign will be "extensive"; will be sup- 
ported by schedules in sports magazines, 
printed sports programs (including programs of 
all 22 trial events to be held in conjunction with 
the New York World's Fair next year), in addi- 
tion to ethical advertising. Charles W. Hoyt 
Co. (New York) is the advertising agency for all 
Desenex products: powder, aerosol, ointment 
and medicated soap. 

■ Coke orders another round: For the second 
consecutive year, Coca-Cola has purchased a 
spot sked on the Ivy Network of College Radio 
Stations. Spots for the 1963-64 school year are 
being aired at the rate of four per night, five 
times a week, for a total of 600 spots for the 
entire flight — the same sked purchased last 
year. Buy was for all eight Ivy stations, located 
at Yale, Harvard., Princeton, Dartmouth, Cor- 
nell, Univ. of Penn.,, Brown* and Columbia. Sta- 
tions are represented by the Ivy Network busi- 
ness office in New Haven. 



TV BUYING ACTIVITY 

► Standard Brands buying fringe minutes, prime 
ehainbreaks, and IDs, for a drive to promote 
Blue Bonnet and Flcisehmann's margarines, 
Campaign expected to start mid-December for 
a 22-weck duration. Buyer at Ted Bates & Co. 
(New York) is June Buekland. 

► Simohiz will promote various products via a 
campaign starting the end of December and 
continuing until the middle of May, 1964. Buyer 
Al Pearson at Danccr-Fitzgerald-Sample (Hew 
York) interested in fringe minutes, 

► American Chicle campaign utilizing fringe 
minutes and involving various products will 
begin the first of January and run for 33 weeks. 
Perry Seastroni is buying for the account at 
Ted Bates & Co. (New York). 
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YOU *AY NEVER SEE THE lOMGEST-RUMHIMGH^ 



WKZO-TV MARKET 
COVERAGE AREA • NCS '61 




Rating projections are estimates only, subject to any defects 
and limitations of source material and methods, and may 
or may not be accurate measurements of true audiences. 
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BUT... WKZO-TV Keeps Hit Audience 
in Greater Western Michigan! 

More "at-home theatre-goers" watch their Jong-time 
favorite, WKZO-TV, than any other Michigan 
station outside Detroit. 

Morning matinee or evening hours, it makes little 
difference. Count the house on these performances; 

• 9 a.m. to noon, weekday* ARB (March '63) 
shows 75To more viewers of WKZO-TV than 
Station "B." 

• 7:30-11 p.m., Sunday through Saturday — XS1 
(March '63) shows WKZO-TV packing in 39^ more 
homes than Station "B." And encore time is 

even better: WKZO-TV has 48'^ more from 
1 1 p.m. to 1 a.m. 

Let Avery-Knodel give you the complete box-office 
figures on WKZO-TV! And if you icant all the rest of\ 
upstate Michigan worth having, add ffTtTI' II'IITF-fl 
Cadillac-Sault Ste. Marie, to your WKZO-TV schedule, 

The Drunkard" ran 9,477 times in Los Angeles, 1933 - 1959, 



WKZO TV 

100,000 WATTS • CHANNEL 3 • 1000' TOWER 
Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 
Avery-Knodel, Inc., Exclusive Notional Representatives 
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ie story behind the merger 



FTKH 17 yeurs of going it alone, SPONSOR lias accepted 
k- a proposal to join forces with Ojilmay Press, a large 
■ limiting house specializing in trade magazines, 
n accordance with my long-standing policy of taking 
readers behind the scenes, 1 want to share with you 
reasons why we are making this big move and how 
.ill benefit you. 
"ifst, although 1963 wasn't exactly a flourishing year 
any of the broadcast books, we've held our excellent 
ftncial position with current assets exceeding all Habit- 
Is by about a quarter of a million dollars (an extra- 
inary "net quick" for a trade publication) . 
p*ond, in the past six months three separate surveys 
advertiser and agency reading habits show sponsor 
ping all competitors in the broadcast field by a sub- 
1 margin, and despite its specialized appeal to air- 
ed readers showing exceptionally strong even against 
al advertising competition. 

obviousl) the reasons aren't mone) worries or reud- 
ip problems. 
So why the merger? 

."or a long time I have been investigating the advan- 
ces of multiple-magazine operation. Despite a loyal and 
tKit staff I have come to recognize that I can't, on a 
l! t gle-magazine basis, continue to keep step with ini- 
Jpvements available to multiple-magazine companies. 
fOjibway came to my attention some months ago. They 
»>n f t as big as McGraw-Hill, but they're big enough. 
Their 25 books encompass a number of important fields. 
I visited their offices in Duluth twice. I was impressed 
iJs their youthful vigor, their aggressive dynamic lead- 
tthip. It's unusual to find so many top-notch young 
' icutives in one company. 

I liked the wa\ the) looked at sponsor, their recogni- 
l» of its leadership in its field and their desire to make 
'sven bigger. 

I liked their sales, promotion, circulation, editorial, and 
irainistrative setups. I considered how this headquarters 
• perience and service could enhance our growth. 
I Was flattered, of course, to be offered the presidency 
« the merged Moore Publishing Company (Ojibway's 
•g«st subsidiary) with the understanding that I would 
ntinue as publisher of SPONSOR, be based in New York, 
tain my present staff, and continue sponsor as before. 
I These are the big reasons why SPONSOR has elected to 
come a member of the Ojibway family. 

Norman R. Glenn, President 
Moore Publishing Company, Inc. 



see other side . 



and the story ahead 




WE are both pleased and excited over the conchafe 
of negotiations that brings about a merger ■ 
SPONSOR with Moore Publishing Company. 

Moore Publishing Company has a long, distinguish! 
history as a top business publishing company. When 9) 
parent company, Ojibway Press, Inc., purchased it, fli 1 
a little over a year ago, we did so with the firm intenru i 
of building it back to its former preeminence. We; ha» 
already made many additions to its staff and a nUMfe 
of improvements in its publications and facilities. 

In the furtherance of that program, we wanted to 
in a top publishing executive and additional staff 
bers, which we feel has been so fully accomplish 
the merger of sponsor, which brings Norman E. Gl« 
as president of this company. 

It goes without saying that we have a high regard fi 
Mr. Glenn. We also regard very highly the prodffi 
much of his efforts, as represented by sponsor, 
leader in its field. 

Plans are already under way to expand the 
and the whole publishing program of sponsor, mal 
use of many of the specialized publishing personnssl 
our parent company. 

In directing this new program, Norman Glenn will h* 
available to him the facilities of Ojibway Press,, Ir* 
which directly or through subsidiaries already pubHA 
25 business publications in a number of different fkWf 
We think that all of you who have known NflgSfc 
Glenn as a devoted, successful publisher over many yes 
realize that he has been dedicated to the interests *ri I 
which his publication is involved. 

As we join him in the expansion of this program 
do so with respect for what he has done in the past ai 
with great enthusiasm for what we propose to un 
together. 

Marshall Reinig, Preside 
Ojibway Press, Inc 
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Interpretation and commentary 
on mnvl significant tv/radio 
And marketing nrw» of the week 



Retirement of advertising manager of Shell Oil, C. F. MaTtineau, ends an era. 

Luflt'f Martiijeuti's aegis, Shell took contnnersial all-out plunge into newspapers, 
a few reasons ago, when Ogilvy, Ben>on H Mather \sns named agency. (Shell's move 
into a > ingle medium »h part of plan to eliminate Shell's internal regional control 
of advertising, placing it under single national control.) After one year of .strong 
emphasis on newspapers, Shell moved more heavily than ever into television. Out- 
door, a major Shell medium prior to the newspaper period. ne\ er regained its 
position. 

No one has replaced Martineau, at last reports, hut J. C. Anderson, assistant 
advertising manager, is filling the .spot at the moment. It's still too earlv to speculate 
on future Shell ad strategy in new set-up, though question of Ogilvy's future is 
already heing raised. 



The secret's out— that Los Angeles radio study of adro&n was KNX-sponsored. 

The study, made for the CBS Radio Spot Sales-rcpped .station hy John B. Knight 
Co., tpieried 142 agencymen from major and minor ad shops on their personal and 
professional opinions concerning programing on Los Angeles radio stations. 

A significant finding: asked how they felt ahont the values of programing vs. 
ratings, 67.5% said programing was "more" important when huying radio time 
than ratings, 10. 3T said it was "less" important. 22.2 r < said it was "the same." 



U.S. Steel has scored a point in buying N. Y. World's Fair opening night on NBC TV. 

Return of the corporation to television (see Sponsor-Week, 18 Xovemher) will 
come with a special 90-niinute color program costing in excess of half a million, 
Wednesday 22 April. Network originally wanted the show to start at 9 p.m. and 
run opposite Beverly Hillbillies and other strong entries. 

Steel felt otherwise: that the program had wide family appeal and should run 
at a time when children as well as adults could watch. Announcement last week 
.said the show would he scheduled from 7:30 to 9 p.m., EST. 



You can't ride high indefinitely without advertising, or so TvAR survey indicates. 

A good example of this is Hershey. which is the classic example of a food manu- 
facturer whose product is >o well established that advertising — so far can he 
held to a minimum. 

In the latest multi-market TvAR studv of product usage at local level I for 
further details, see p. 57). Hershey s chocolate-flavored milk additives are losing 
ground to such heavy advertisers as Nestle. 

Even where Hershev U still in top spot, share of market i> less than it n-ed to 
he, while that of the competition is larger. 

While first November Nielsen tv ratings reveal few changes, they do indicate more viewing. 

For prime time in the survey for early Novemher, CBS had an average rating of 
20,9, against 20.3 a year ago. NBC's figure for 1963 and 1962 was the same 1 7.9. 
ABC scored the greatest pa in with 16.8 average audience, against 15.9 a \ ear ago. 

With all three networks holding their own or improving, the per cent of homes 
viewing network show« was up hy nearly two points. 
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The ground-swell behind radio drama's revival may become a real wave after the Hew Yte 

As we've reported earlier, there's increasing activity on the radio drama front, 
front literally abandoned when tv became a major force. Three radio networks & 
a number of syndicators and independent producers are involved. Here axe fof 
recent highlights: 

► ABC Radio: Finishing touches are being put on production plans for the fin 
round of new-style radio dramas in the nightly 50-minute The Minds Eye series keiii 
helmed by Frank Maguire, head ol the network's Special Program Features dtivisictr 
Problem at the moment : finding good radio scripts. 

► CBS Radio: Plans are being kept quiet until firm contracts are signed* hs 
there are some definite plans in work. New techniques (such as stereo recording) ar 
being considered. "We don't want to resume radio drama at the point where it 1 
off," said a CBS Radio source, 

f NBC Radio : A one-shot test of puKUe interest in radio drama sat 1 7 NovemJbjgi 
Experiment in Drama, pulled over 3,600 responses to the network, plus many nwr 
to NBC affiliates. Virtually every one was favorable. Many listeners said it was th 
first time their children had heard radio drama. 



Lack of network option time in radio may hamper national radio drama plans (see afcov 

Case in point: Johnny Dollar, one of the last of the network radio drama shews 
which survived well into the tv era. A private-eye show in the style of Sam 
the series was helped to its final resting place by the fact that many CBS Radio 
ates taped it, and played it back at all sorts of time periods and on different days 
This lack of day-and-date scheduling scared off many potential advertisers. 

At the recent CBS Radio affiliates meeting in New York* a CBS Radio execttHf 
was asked by the head of a large radio affiliate: "Why aren't you. guys doing rflof 
about radio drama?" Replied the CBS man, quietly: "Because we don't want to 
into it — remember, you guys helped kill it." 

On a spot basis, radio drama is reviving on its own- Sample: When WJB& 
Milwaukee, recently finished a pioneering; rerun of The Shadow (syndicated h 
Charles Michelson), the station received "over 150 letters and at least three Jjqje 
that number of phone calls," promptly bought reruns of The Green Hdmet to contfetj) 
in its Sunday-evening slot. (See also story this issue, p, 54.) 



Footnote to Kennedy coverage: America's neighbor democracies did a top tv fob. 

In Canada, the government and private networks carried virtually the same vas 
scale coverage of the assassination, aftermath, funeral and recovery carried by 
networks. 

In Mexico, Telesistema Mexicano (see story in Sponsor^ 25 November, p. 
joined ABC TV via live microwave on the fateful Friday afternoon, cancfi 
virtually its entire schedule during the following four days. The language barrit 
was hurdled by the use of UN-style simultaneous translation. By 25 Novembe 
Telesistema had its own broadcast newsmen in Washington to give a direct Spara 
language report. Mexican coverage, reaching estimated six million viewers, m 
only Latin-American Kennedy coverage handled on a simultaneous basis. 
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50 short course in TV production 



Comes in this new 36-page 
brochure — yours for the ask- 
ing! Makes the many recent 
developments in video tape 
meaningful in terms of 13 
actual case histories. "Ad- 
vertising with Video Tape" 
is its name. It tells how and 
why specific tv commercials 
and campaigns, national and 
regional, were produced on 
video tape (Scotch* brand, naturally). 
The real ad\antages tape delivered. And 
actual production costs! 

The brochure describes how advertisers 
have taken advantage of tape's incompar- 
able "live" picture, pulled otT ideas that 
would be too time-consuming or cost- 
forbidding on film. Some cases in point: 
How one advertiser and its agency solved 
the dilemma of producing 71 commercials 




from scratch within two 
weeks. Why a car-maker 
could cut a month out of tv 
production time for a new 
model announcement com- 
mercial and wait for the first 
production-assembled cars 
to shoot a color commercial 
How an award-winner for 
a baking Hour was created 
for onh S300 in production 
cost. How the first animated commercials 
on tape were produced. 

Is it worth a 5t stamp to keep new tv 
ideas from passing vou by? Just use the 
stamp to send us sour name, address and 
request for a free cop) of "Advertising 
with Video Tape." Write Magnetic Prod- 
ucts Division. Dept. MCK-123, 3M Corn- 
pan \ . St. Paul 19. Minn. 



magnetic Products Division 



W8KS0R q 



9 DtCF.MKt K I!).)."? 



Many are claimed as readers. 



(by the advertising trade press! 

• . 4 
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X} nougii of astronomical figures. Forget geometric 
rates of expansion. Let's see how few really do the 
choosing. To he ultra-generous, you still can't figure 
more than 2,000 national timehuyers by job title 
or function. This isn't just our opinion. It's the 
opinion of just about every national representative, 
as well. Want to add the people who exercise some 
degree of influence? Let's. This adds another two 



but few do the choosing 



to four thousand. Thus, in order to measure up, 
your advertising must take the measure of roughly 
5,000 people. 

To reach the few who do the choosing must you 
buy five-figure box-car circulation? No. 5,200 
copies of sponsor (more than 50% of our total) 
go to agency and advertiser readers — to timebuyers, 
other media personnel, account executives, plans 
board members, research people, ad managers, and 
others concerned with buying radio and tv. We 
don't burden sponsor circulation or you with big 
gobs of peripheral readers who eventually must 
affect our editorial content so that it veers away 
from strong agency/advertiser emphasis. We edit 
sponsor 100% for buyers — not for sellers. We 
do it with news. We do it with features. We do it 
with "how-to's." We do it with think pieces. We 
do not do it with numbers. 



SPONSOR 

The Happy Medium Between Buyer and Seller 



MM/9 DECEMBER 1963 
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"CALENDAR 



The when and where 
of coming events 
9 December ISG3 



SUNNY\ROPES 

"MAVERICK 



Sunny ties up what the 
"Sunshine State's" business 
magazine, Florida Trend, 
cites as "FLORIDA'S MAV- 
ERICK MARKET." 

WSUN's home county has 
the nation's highest incidence 
of auto and stock ownership; 
brain power industries; high 
discretionary income . . . 
Florida's 2nd market should be 
1st on your list. 

WHAT A MARKET, 
AND SUNNY SELLS IT! 



WSUN 

TELEVISION - RADIO 

TAMPA - ST. PETERSBURG 

Noll Rep VENARD. TORBET & McCONNEU 
S E Rrp JAMES S AYERS 



DECEMBER 

National Food Brokers Assn., 60th 
annual convention, "New Pro- 
grams for Tomorrow's Market- 
ing," Palmer House, Chi. (7-11) 

FCC, oral argument concerning 
length and frequency of com- 
mercial material broadcast over 
am, fm, and television stations, 
Washington, D. C. (9) 

International Radio &: Television 
Soeiety, 2nd special projects 
luncheon on "Government and 
Broadcasting," Waldorf-Astoria, 
New York (11) 

Broadcasting Executives' Club of 
New England, Christmas party, 
Sheraton Plaza, Boston (16) 

International Radio and Television 
Soeiety, Christmas Party benefit 
for the Veterans Hospital Radio 
and Television Guild — the Bed- 
side Network, Waldorf-Astoria, 
New York (17) 

Federation of Jewish Philanthrop- 
ies, annual fund-raising eoektail 
party and dinner meeting, Shera- 
ton East Hotel, N. Y. (17) 

Ameriean Marketing Assn., winter 
conference on the development 
of more precise marketing tools, 
Somerset Hotel, Boston (27-28) 

Royal Film Archive of Belgium, 3rd 
international experimental film 
competition, Knokke-Le Zoute, 
Belgium (26-2 January) 

JANUARY 

National Retail Merchants Assn., 
53rd annual convention on "The 
Challenge of National Growth," 
Statler Hilton Hotel, N. Y. (6-9) 

International Radio and Television 
Soeiety, first newsmaker of the 
year (S); first of a scries of seven 
production workshops, Waldorf- 
Astoria, New York (9) 

Milwaukee Advertising and Graphic 
Arts Groups, Ben Franklin Ban- 
quet (16); 6th annual graphic arts 
workshop (IS); Special workshop 
sponsored by the Sales Promo- 
tion Executives Assn. (1 Febru- 



ary); Exhibit and Awards Night 
(15); Silver Award Banquet spaa 
sored by the Milwaukee Advertis- 1 
ing Club and the Advertising 
Women of Milwaukee (27), Coae 

Georgia Assn. of Broadcasters, 19|. 
House Motor Inn, Milwaukee 
annual Georgia Radio-TV Insti 
tute "day-long debate" with FCC 
University of Georgia (21-22) 

National Religious Broadcaster 
convention, Mayflower Hotel 
Washington, D.'c. (21-23) 

Advertising Assn. of the West, mid? 
winter convention, Bakersfield 
Cal. (24-26) 

Ameriean Women in Radio aft 
Television, board of direct 
meeting, Hilton Hotel, New Yor 
(24-26f 



FEBRUARY 

Eleetronie Sales-Marketing Assn. 
2nd annual electronic markettaf 
conference, Barbizon Plaza Hotel 
New York (3-5) 

International Radio and TelevisiO 
Soeiety, newsmaker luneheo* 
with NAB president LeRoy Col 
lins, Waldorf Astoria, N. Y.'(5) 

Minnesota Associated Press Broad 
easters Assn., meeting, Miiutei 
apolis (6) 

International Broadcasting Awafdi 
for 1963, banquet presentation 
for best commercials on rac 
and television, Hollywood P 
ladium, Hollywood (25) 

Southwest Couneil of the Ameriean 
Assn. of Advertising Agencies; 
annual meeting, Menger Hotel, 
San Antonio (27-2S) 



MARCH 

1964 Variety Merchandise Fair, a 
the New York Trade Show Build 
ing. New York (S-12) 

Eleetronie Industries Assn.,, tblSt 
day Spring conference, Statle 
Hilton Hotel, Washington, P. C 
(9-11) 
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COMMERCIAL 
CRITIQUE 



I i einK, li-t'lmnjirv* new 
\1\ les in r:i<lio/lN 
minium wis nrv cxulnnlcd 
\>\ induslrx lenders 



THE CASE OF THE 
MISSING ART 



(/'ait I) 



mV\\\.S n. 1 IS Wis I t It I' 
!»•«• /.rrniti nl. ) mum A' /»ii/»i< 

■ I Him. is tlic art dim tor in tele- 
f W \ ision? 

II he's son lew lu re behind the 
ernes, lie must lie u caring gloves 
o t li.it lie doesn't leave anx finger- 
Mftits on the carpus (hlicti. 
| Li) my opinion, whenever yon 
lave a ease of the missing art dircc- 
( or in television, it can he explained 
M the fac t that television is — com- 
paratively — a new medium; that the 
itle of art director for this medium 
s ,i misnomer and consequently (lif- 
erent television art directors define 
nd perform their functions differ- 
ntiy from each other; and In the 
act that there is a tendency to treat 
clex ision commercials as print ads 
M to motion. 

Let's take these factors one at a 
fine. 

First . . . television is a new medi- 
iii. I don't say this to apologize for 
pfevisinn inadequacies — hut rather 
lp emphasize that, in terms of art 
ind art forms, tv is the famih in- 
put It is only since 1916 that tele- 
is ion came into the American home 
> ain degree, and already those 
ixolved in producing commercials 
•ml to treat this seventeen-year-old 
[different like an old man. 

Already you hear people saving, 
this is the way it's done in tele- 
ision." Or, "the use of supers will 
Iways re-enforce the message." Or, 
every commercial must have 
<>rds.~ And things like that. 
Can you imagine w here photog- 
iphy would be toclax if 17 years 
ftcr its invention in tiie IS30\. the 
hotographers were \\ illing to settle 
it w hat was already know n J How 
wjiy years after the first caveman 
aimed a picture was painting eon- 
dered a mature art form? How 
un.\ generations of writers were 
»ere before the literarx world 
mid produce a Shakespeare? 



These should he tlx \ cars <»l 
broad horizons: ol mountain climb- 
inn, star gazing, reaching for tin- 
moon, ol no boundaries: no rules, 
no nits, no reasons-w In -not . 

W ho says that cigarette comnic i- 
cials must alwaxs show a xoiing. 
happy, outdoors) couple romping in 
the snrl? That smiling faces and 
firelights are "musts' - for beer com- 
mercials? 

Why do x on ha\ e to sell the stm - 
diness of a wrist watch In at (aching 
it to a pair of skis? 

I'm not saying that \ on need to 
have fireworks going oH. Some- 
times, nothing is a bet tcr dex ice 
than something when it tomes to 
getting your audience. 

bet me explain w hat I mean. He 
talk about "while space" in print 
advertising — that space where 
nothing takes place, w here we gain 
emphasis by negative use of paper. 

But where is the w lute space in 
television? 

The white space in tele\ ision is 
the intelligent use of sound Ol 
knowing when not to he heard 
And, visually, by knowing how to 
avoid clutter; by know ing that 
sometimes a simile picture can be- 
come the entire commercial. "\\ hite 
spare", whether it's in print or tele- 
vision, can be a valuable device for 
gnining attention. 

Considering that in 1902, one- 
and-three-quarter billion dollars 
were spent in telex ision, one would 
think that evorv commercial would 



be a hlo( kbi i st < i W < allium tli it 
(hex an n t 1 low c oiue ' 

Consider the plight <>} th« put i 

xiewer. Between show s h< i < s w 1 1 e 

lie's subjected to 

It's tunc for (lie i ight t<> nun I' M 
x ariel \ show to cud I In vh-wi i 
wants to sta\ tunc d to tin t li nn i< I 
First . he must sir a <ui< iiiiinil< 
eoiniuereial lor the • ndmg sin >v\ 
Then the billlioard or sun oil ol 
the ending show 1 his is li Mow < d 
b\ cither two or tlm e spot < hiiiiiu i 
cials Next conn s the station id< nti 
ficatiou. \lter that the station plug 
for an upcoming program. Tin n 
the opening billboard for the next 
show . \\ hi( li is lollowed b\ tin 
first one-minute c oiiiiik reial of tin 
new show ! 

I f the \ iew ei is still awake, hr e 
prix ileged to see the program In 
tuned in for. 

I nc iclentallx . w hat I pist listed foi 
\ on is two minutes and 10 seconds 
of commercial time. A poor woman 
trx ing to see a tlm t\ -minute pro- 
gram, gets six minutes of eonnnei - 
cials for that half hour slot! 

I low much can the \ iew cr ab- 
sorb? 1 low well w ill your commer- 
cials stand out ? ( )l>\ iouslx . onb an 
outstanding ad\ ertisemcnt w ill suc- 
ceed in getting through the jungle 
of jingle and jangle. Through this 
morass of messages, the art director 
is conspicuous by his absence. \ud 
in my opinion, tins is the result of 
of the art director in television not 
know ing w bat his true function 
reallx is. 

Wo make our mistake in telex i 
si on by looking to our art directors 
to create storyboards ■ — and In no' 
designating for them a broader 
function that holds them responsi- 
ble for the wax the final result looks 
We have been guiltx of treating 
television like moxing print ads or 
radio coininercials with pic tun s, or 
even movies on a small screen 

It is none of these. 



STEVE FRANKFURT was hired 
as a telex isioi) art director at Yonni; 
& Hubicnm in 19555. He xvas pro- 
moled to tx art superx isor and pro- 
ducer txvo x ears laler. Last March, 
at 31, lie xvas named executixe di- 
reclor of art — including print and 
tv. lie has xvon more than 25 
axvards for his xvork, fixe from the 
N'exv York \rt Directors Club. 
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An Appreciation 



We have never been more proud of our association 
with the television medium. Nor, thinking back upon the 
tragic days of late November, have we ever been more 
aware of the technical perfection of the electronic equip- 
ment, or the professional ability of all the men who plan 
and participate in the coverage of important events. 

Faced with responsibility to report on one of the least 
expected, most important stories of our time, television 
newsmen responded by achieving new journalistic 
heights of visual reporting, simple, unpretentious cov- 
erage that was thorough, meaningful and almost invari- 
ably in impeccable taste. 

Eventually some will be singled out for specific feats 
of reporting. That time has not yet come, for the shock 
of losing our young President is still too much with us 
for anyone to be congratulated for telling how he was 
murdered and was buried. 

Television is an industry, a profit-making enterprise 
devoted chiefly to entertainment and advertising. For 
three-and-one-half days, and at a cost no one apparently 
bothered to count up until those days were over, tele- 
vision became a pure information medium. 

Cooperation between competitors was the unques- 
tioned order of the day. Pool arrangements were made 
quickly and smoothly. Networks fed programming to 
educational and independent stations in cities where 
there were competing network-owned or network-affili- 
ated stations. 

Station and network heads made their decisions un- 
hesitatingly. The medium did much more than it was 
obliged to do-by any standards except those of unselfish 
public service, of dedicated citizenship. 

This is one time when we will presume to speak for 
our readers and for all viewers. On their behalf, as well 
as our own, we express sincere appreciation to television 
for a task well done. 




This editorial appears in the December 7 issue of TV Guide magazine. 
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Crisis cuts quarter billings 
in television, radio spot 



Idvertlser caution plus 
aur-day sustaining period 
icfd up to softened earning 
arospect for fourth quarter, 
lilt 12-month predictions 
still call for record-billing 
aroadcasting year in 1963 





a" ffl.% Cash heads if mliagc o/«" ration 
»» cttjrcr §2( mil lion sptit drficit 
KUtiined in four-<lm crisis cot era fie 



Tin: Ciihisi m \s quarter is shaping 
up as ;i tliin quarter in spot (his 
year. Both radio mid television arc 
reflecting in different degrees an 
attitude of advertiser caution, com- 
pounded In die lost selling time of 
the four da\ s from President Ken- 
nedys assassination until the day 
alter his burial. 

Keen he I ore fate eliminated four 
days from the ledger, radio spot had 
been dragging, and tv's pace had 
seemed to he pausing outside met- 
ropolitan markets. But in spite ol 
double trouble, most reps still ex- 
pect to chalk up a better year than 
1962, riding on the record momen- 
tum of the first three quarters. 

Radio is beginning to yet accus- 
tomed to the idea of heavier sum- 
mer business and some drop-off at 
the end of the year, but television 
traditionally has capped a relatively 
weak summer with ;i year-topping 
last quarter. This year could change 
the pattern, putting more emphasis 
on the first half of the year, when 
gross billings in tv spot climbed to 
nearly $250 million. 

Last week as the television busi- 
ness applied sustained pressure on 
sponsors to reclaim business pre- 
empted by coverage of the national 
crisis, the Television Bureau of Ad- 
vertising put the potential damage 
at $21 million in unfilled national- 
spot time. Norman E, Cash, presi- 
dent, acted the day after the Ken- 
nedy funeral to save at leaM SO" 
of the lost business, but by last 
week he was ready to admit that a 
realistic goal might fall under that 
mark, recognizing advertiser resist- 
ance. Reps generally thought they 
could save three-quarters of the 
loss in the form of make-goods, but 
with scheduling problems and 
carryover into 196 1, the\ had to 
face up to a big slice of business 
that could never be written. One 



factor in favor of make good st hed- 
n ling, how ever, w as the loosem-d 
business picture outside major mar- 
kets'. 

Radio Advertising Bureau put 
that medium's stake in tin- national 
crisis at some $7 million in unful- 
filled commercials, perhaps half 
recoverable in make-goods. Spot 
accounts for S3 million of this. 
Radio reps, however, did not assess 
the damage that seriously and ex- 
pected to lose no more than 5-10' r 
of the business. Much of the radio 
time, in fact, was made good im- 
mediately, possible because of 
plentiful availabilities. 

Reps went on overtime and 
weekend schedules immediate!} 
after the Washington funeral to 
arrange make-goods. Agency co- 
operation was excellent, but in the 
ensuing days it became apparent 
that not all clients would settle for 
make-good offers. Some of the large 
ones wanted no-sale "credits." trig- 
gering massive efforts last week to 
resell them on make-goods, T\ B\ 
Cash mounted an acti\ e campaign 
of personal contacts, and last \lon- 
dav night, a week alter crisis co\ - 
erago ended, he wired a plea to 
major advertisers to let stations go 
ahead on make-goods, getting cli- 
ent appro\ al after the fact. This 
would cut through the clog of 
paperwork. 

On bchall of the t\ industrx. 
Cash asked acbertisi rs to allow sta- 
tions and reps to "use the same dis- 
cretion that w as exeriised during 
the recent national catastrophe in 
rescheduling ad\ ertising not broad- 
cast Frida\ 2 p.m. to Mond.o mid- 
night, 22-25 Novemlx r " lie assured 
them stations could give compai - 
ahle advertising \ aloe. submitting 
a(lida\ its of performance, and if the 
ad\ ert iser were not satisfied, m >re 
make-goods would lv olft red 
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Earlier, one of the first to 
switch from a credit demand to ac- 
cept make-goods was Alberto-Cul- 
ver, a company that just before the 
national crisis had criticized tele- 
vision for greedy rate increases. 
Another that switched to make- 
goods was General Foods' Instant 
Maxwell House. Colgate-Palmolive, 
American Chicle, Shell, and many 
others readily agreed to make- 
goods, as did Folger's coffee, which 
is going with make-goods during a 
planned hiatus. 

A number of key accounts have 
kept media hopping, however, as 
early decisions for make-goods 
were rescinded, and others were up 
in the air. Targets of the TvB-rep 
campaign to sell make-goods in- 
stead of credit included American 
Home Products' Whitehall Labs, 
Beech-Nut, Bristol-Myers, Ex-Lax, 
General Foods (brands other than 
Instant Maxwell House), Grove 
Liibs, I lanes. Hertz, Lever, Louis 
Marx, Martini 6c Bossi. Mattel, 
Merck, Miles, Procter 6c Gamble, 
Bemco, Scott, Union Carbide, and 
Warner-Lambert. Viek was said to 
be planning a cut-back anyhow, 
and among the many still unde- 
cided last week was Philip Morris 
Humored, too, were possible moves 
by Lover, Liggett e< Myers, and 
others to bin new spot to replace 
network weight lost during the t\ 
sustaining period. Bops, for their 
part, were suggesting in some in- 
stance's that stations pre-empt net- 
work time for that purpose. 

While working long hours to 
jockey the unwieldly make-good 
credit procedure from station to 



TvAR's Shapiro 

agency and back, reps faced the 
added challenge of year-end budget 
cutbacks. While some say adjust- 
ments are predictable as certain 
companies move each year to meet 
dividends and necessary budget 
compensations, other media men 
are disturbed by the size of this 
year's cutback crop. 

That trimming needs may have 
coincided with crisis-canceled 
schedules is apparent from names 
common to both the list of adver- 
tisers who wanted credits and those 
already talking about cutbacks. The 
latter include, besides Vick already 
mentioned, Bristol-Myers, Colgate- 
Palmolive, General Mills, Grove. 
International Latex, Lever, Post, 
Procter & Gamble, Warner-Lam- 
bert, and Whitehall. 

About tv business generally, and 
the make-good credit complication, 
reps and station groups had this to 
say last week: 

Although the interruption cut 
into a big quarter for ABC TV's 
owned stations, they still will post 
a good year, Fred Xettere, oeco 
eastern sales manager, says. With 
other reps, Xettere has noticed a 
slowdown in avail .ibility requests, 
which might be accounted for by 
the general interruption in busi- 
ness. Bobert Kizer, senior vice pres- 
ident of Avory-Knodel. looks for 
the lull to break into buying ac- 
tivity the next couple of weeks. Al- 
though the pace this quarter i; be- 
hind the second and third, his com- 
pany will have a considerably im- 
proved year, with all stations ahead 
of 1962 and feeling bullish about 
1961. 



Frank Martin of Blair Tv finds It 
hard to project beyond the 
post-crisis condition of hour-to- 
hour changes. Through the hail 
scene, however, he sees December 
bogging down a bit but good prpj 
spects for next year. CBS Televisiw 
Stations' vice president, Bru« 
Bryant, sees the effect of the four 
day hiatus as only a matter of de- 
gree. His properties were headed 
for a "skyrocket" quarter, and tti 
fact that the crisis fell on a wirfl 
end softened the commercial blow 
These big-market stations already 
have loeked-in January busing 
some starting a week earlier thai 
in years past. 

Jack White, vice president o 
R, confirms Bryant's observation oi 
record fall business building befarj 
the assassination. With this anc 
year-end cutbacks that are deejJM 
than before, the quarter still vm 
be "way up but not so much at 
we'd like." Harrington, Righter & 
Parsons' tv sales manager, A 
Elliott, reports a good October, 
very good November, but a De 
eember that could be quite s#!t 
Besides cancellations and hiatuse: 
the causes may include a tw'o-w&fJ 
shortage at the end of the quarts 
because of earlv starts on the ftl 
season. The first quarter Ifife 
promising, although orders vv*l 
lagging last week. 

One of NBC TV's owned statist)* 
by 2 December had already frf-a#t. 
up 60% of the canceled crisis husi 
ncss, according to Riehard II. Close 
vice president of NBC Spot 8a] 
The fourth quarter was hit bard, h 
says, but if they can get back th 
quarters of this business, his sta 
tions will make their goal. 

Lloyd Griffin of Peters, Gflfflir 
Woodward, from the rate of make 
goods, gauges the percentage o 
business saved this month at bettf 
than SO^. Withal it has been an 
trcmely strong quarter for PCV 
stations, topping last year for mill 
No fourth-quarter drag is in m 
dence for stations of Television Ad 
vertishig Representatives, m;>stlj 
Westinghouse properties in inajo 
markets. Man' Shapiro, vice pfflsi 
dent, says they are running aheffit 
of the industry av erage. 

Adam Young is getting avail P 
quests on schedule for next yetti 
William Peavey, general sales inai 
ager says. Optimism for the comJir 
quarter is tempered, bowev«r, I 
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\v w.i it lor liiake-uood ( tedtt eli- 
sions tli.it reps nic su eatufi* tint 
liis could Ik- critical for medium 
id sin. ill markets, nieaninu tin' 
ITlTciicc In-tw ecu black .mil red 
lk. l'eav ev noted 
While l».isiii'4 hopes lor tins 
filter on eonv crtinu multiple 
rndiiet companies irnm credits to 
isike-yix >iK, reps me counting, too. 
ii these same blue chips far miieh 
f ne\t year's uruw th. Mentioned 
roniinentlv in ne\t \ ear's loiecast 
the promise ol new products mul 
if evolution ol t\ spot as .1 stand- 
rd l.nnichiim pad for new products 
0111 Bristol-Ms ers, Cplijate-Pal- 
lolive. l.i'M'i', and I'M ' 
In radio, sales mav h.i\e been 
1st in covering the President's as- 
issination, but in.ike-uoods have 
>t been the bi'4 problem this qnar- 
»r. The problem has been a low 
tree- month sales total. Channiim 
•ii.sou.il patterns are ueneralK 
lamed, although a wide variety ol 
eeondary reasons, all miesses, can 

■ found union** radio salesmen. 
\.\ B cites several theories about a 
clisappohitiiiir.*' lourtb (piarter. One 
* that threatened m>\ erniiient rel- 
ation of cigarettes mav have 
ighteiied some advertisers. HAM 
nts more credence, however, in 
10 idea that "advertisers liked 
adio's summer story so well that 
umy overspent their budgets in 
lie second and third quarters," The 

ur-day moratorium on conuner- 
als subsequently contributed to 

■ fourth-quarter decline, says 
files David, administrative vice 
rsident of BAB. 

Ln contrast to telev ision inake- 
,oods for this period, which must 
1 1 rati into the new year, reps say 
adio was able to dispose of a lot 
K'Tore November was over. Make- 
4oods were easy to produce from 
jfentiful availabilities, particularly 
vhere time is sold within-the-honr 
>ut at no fixed position. Few credit 
lemands were reported for the 
Miffed. Although some observers 
■\pected radio to absorb inake- 
|ml money from tv . nnd reps did 
Well the idea, little evidence could 
/** found last week that it had 
bM'fgllt on. and some reps jeered at 
lie idea. 

Assessing sales problems of this 
luarter, most reps are quick to pre- 
face everything In observing that 
it lias been a good year. In spite of 
die current dow ntrend, they expect 



a reeind twelve months and look bn 
no icpelition ol the I Sol slip ul a 
lew inilhoiis in radios 11 itmnal do) 
lar total. 

\s to w hat is the iii.itti i now 
I Veenibei is the trouble nu mth lot 
inaiiv , with good records alreadv m 
lor October and Nov embei follow - 
nig .1 slow Septenibi 1 Diagnoses in 
1 hide radio-net w 01 k sisci ess anil 
pricing, as w ell as "oversold sum- 
mer, changing produtt seasons, 
v earend cutbacks, rating deficien- 
cies. eopv (pialitv . spot tv , and in- 
adequate selling — including inilns 
ti v elloi Is. 

Network radio takes .1 lot ol 
blame but is not IOC/ r v illain in the 
spot radio storv . Salesmen expect 



netw ork adv ertiser interest to w ork 
eventually to spot's interest. Net- 
works w ill be able to raise 'distress'* 
prices, and things vv ill even out to 
a fairer fight between the two. The 
upward adjustment i 11 network 
prices already is under way. 

Spot hopes are buoyed, too, In 
the factors of market selectivity, a 
weak position of some network af- 
filiates in their markets (admitted 
by one rep of network-owned sta- 
tions ). station merchandising sup- 
port in spot not available on net- 
work bins, and the stations ow 11 
stake in spot earnings as compart d 
with their lelativelv low network 
compensation. 

Among the accounts that got 
aw av this season from spot to net- 
work radio, netw ork gains in to- 
bacco, and food inonev are counted 
as spot losses. Also coining out 
spot's hide have been some network 
sales in drugs and cosmetics, reps 
feel. Sterling Dnm's Bayer aspirin 
went netw ork all v oar Mum de- 
odorant has been basicallv netw ork 
vv ith some spot. Kcllogg's is usnallv 
off in the fall am vv av . but a sub- 



stantial pait o| this nu in \ w 1 nt mt 

III tw ul k 1 .11 hi I 15 J Hi V IK ill Is l|> 
honed si Miii- ol thr bud ' i t tut Ik t 
w ork this v rat as 1 1 it I \|i inn 11 s 
nu 11 s piodnt ts 

( utbat ks like Din this qn.u ti 1 bv 
\mi'i it an lob, Kin lot I oni bunds 
to adjust t hr v 1 • 1 1 s hud >i t Ii iv < 
brio bit in spot 1 11 in > as will as 
other media. Standard Hi anils 
( .'base i\ Sanborn is also in tin t nl 
back ( row (I, and an< tin 1 big spnl 
disappointment was Nest ah s 
ehanije of plans m la\ or ol t« lev 1 si m 
spot. One rep t iti s sivtial ' p >st 
pbonements in v\ bit h agent u s 
telephoned to ln>ld oil the st irt <»! 
a campaign Irom I. ill until Jannarv 
C maiming patti i ns 111 and > mar- 



keting are significant in the fall spot 
picture One rep oilers Ford's hall ■ 
v ear models, being introduced now 
in the spring, as an example of anto- 
men s discovering new -ear pott 11- 
tials at times other than the trath- 
tional fall season, coiisequentb 
shifting chunks of spot business to 
March. April, and Mav . 

On the credit side of spot's ledg- 
er, reps take satisfaction in the re- 
turn of Miles Labs Alka Selt/er and 
interest bv foods like Underwood 
deviled ham. which has been test- 
ing spot, w bile spices and others, 
are making radio inquiries Nestle 
and Lanvin have been supplement 
ill** network w ith spot. 

.No com Insiv e readings on m w 
business were av ailable last w ei k 
however. Chances are that budget 
decisions have bet 11 set bat k 111 all 
media bv the national crisis. Before 
this ev ent, some radiomen ditln t 
expect decisions to be rt adv until 
mid-December, al ter telev ision bud- 
gets bad bet 11 firmed Now . with 
tv men waiting anxiouslv for 1 1 it 
new -business tide, it is possible tlx 
w bole 1 v < le mav be npsi t 



NEGOTIATING NOBLESSE 

As smoke started to clear around make -good / credit 
negotiations last week, names of some ready to pay 
for crisis - cancelled comm ercials began to emerge. 
In the forefront were Pan American Airways (J. Wal- 
ter Thompson) which underwrote coverage with tv 
spots that did not run and will not be made - goods. 
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Katz 1 Beck 

The price challenge in radio spot 
was hardly exaggerated this fall 
when one rep told a meeting of 
station men that an advertiser could 
get a network for what he'd pay for 
the top 10 markets in spot. Another 
rep cites CBS and NBC as the sig- 
nificant competition. "Our own sta- 
tions arc co-conspirators," one rep 
explains, and his company has a 
policy of reminding station clients 
each time a dollar is lost to network. 
"Networks arc selling virtually the 
same thing we are and they're sell- 
ing it cheaper," says one, pointing 
to news and vignette programing. 
He is advising stations to get tough 
on clearances. 

Spot tv for some years lias been 
a thorn in radio's side, but now 
daytime bargain prices are making 
things worse. A major-market tv 
station offers daytime 30 and 40- 
sceond announcements at $9.50, 20 
seconds at $7 and ID's for $5 on a 
15-a-week plan, according to one 
report. "Those arc radio rates," says 
the discouraged radio salesman, 
who doesn't blame advertisers for 
taking advantage. 

1 1 ere arc assessments of spot 
business by a few reps : 

John Barry, eastern sales manager 
of AM Radio Sales, reports a good 
year in spite of the slow period. 
John Blair stations during the first 
three quarters "set a handsome, 
record-breaking pace," says Arthur 
II. McCoy, executive vice presi- 
dent, adding, "We'll go into the 
new year feet first." McCoy looks 
for a good year in 1964 not only for 
Blair stations but for all of radio. 



W eed's W'hite 

Carl Schuele, president of Broad- 
cast Time Sales reports wryly, "Bus- 
iness is terrific, brisk, wonderful . . . 
but it's going to pick up." BTS em- 
phasizes hard selling geared to 
marketing needs. 

Maurie Webster, vice president 
and general manager of CBS Radio 
Spot Sales, notes "a fresh look at 
radio by a rather large number of 
clients and agency executives, indi- 
cating more interest in our medium 
than I've seen in some years." Two 
all-time high months for Eastman 
Radio, August and October, will 
drive the year's total well over last 
year, in spite of a bad September 
and December, reports Joe Cuff, 
sales manager. Signs are good for 
next year, with several major test 
campaigns planned, and Cuff looks 
for major oils back in spot next 
year. 

Some of the fall's cutbacks have 
been attributed to advertiser antici- 
pation of a tax cut next year, mak- 
ing it advisable to spend ad money 
later, as explained to Max Fried- 
man, sales vice president of H-R 
Representatives. This is just one of 
many conjectures, he adds, and says 
he has a feeling that first-quarter 
1964 will be pretty good. Kite' 
radio sales manager, Martin Beck, 
expects 1963 to finish ahead of last 
year in spite of the spotty final 
quarter, and on the basis of new 
money coming in, he's bullish about 
next year. 

Ray Stanficld of Peters, Griffin, 
Woodward looks for modest gains 
next year, following an overall good 
vcar in 1963. PCW stations have 



varied from poor to a 69% increa 
in one market. Thomas J. White 
radio director of Adam 
thinks spot radio is in a cycle, w 
there will be an adjustment. W: 
Radio's E. J. FitzsimmonSj exefuj 
tive vice president, says spot xm 
ride out the period soon, sayiftf 
"We've had setbacks like this be 
fore in radio, and radio bouneet 
back." 

With second and third-quartd 
sales curving radio's yearly sale 
line into a horseshoe, rate chanj 
mav be in order, manv in the 
ness are thinking. 

Stations should consider se 
summer at a premium, reps advk 
This would be a similar adjustnxen 
to that suggested at one time fe 
RAB to deal with local sell-out b& 
ness on Thursdays and Fridays. T 
help spread out the business yea 
reps are circulating an RAB piee 
called, "Radio: Medium for 
Seasons." 

Ratings are another area rips f 
remedial action, sellers say. Coir 
plaints are bitter about pre-Wc 
War II systems that have failed t 
follow radio listening out of 
living room to other rooms and th 
highway beyond. 

Copy was singled out by one it 
as part of radio's problem. It's "jS 
thetic," he thinks, and few ngertef: 
know how to use radio. Chen 
spend up to $50,000 researching ,i 
buy and $150 to write the messagu 
he says, pleading for more attcntlo 
to the special demands of rail 
writing, since "the commercial 
the most important part of I 
whole idea of spot radio." W'instsrj 
Camels, and Greenwood red £3] 
bage show how commercials shotrl 
be done, he says. This Critic ah 
feels the West Coast is leading m 
way with commercials like that & 
Folger's coffee. 

The structure of RAB is anofhJ 
area of sales influence that some ! 
the business would like to chany 
Both RAB and TvB should separat 
themselves along spot and nehxw 
lines, some arc persuaded. Cm 
petitiveness of the inter-rr 
media should be acknowledged an 
implemented by competitive orgp 
izations, according to this reap! 
ing, just as print operates compel 
tivcly between weeklies aiij 
dailies, Sunday supplements ait 
magazines. ^ 
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IIEST CONTEST IN HISTORY- Here Are All The Answers! 



in 

hi 



FREE TRIPS TO EUROPE FOR 2 ! 





ENTER 



_ mil FOR US? 10 minutes of your time to alert 

t unique marketing opportunities in Parade. 
m answers will tell you why Parade makes ad 
work harder where you sell goods! 

m m IT FOR you? 12 days in Europe or a bond up 
\* And you discover how Target Marketing cuts 
lat concentrates your dollars where market- 
ncentrates your customers! 

THE ANSWERS 

werful Parade Target Marketing gives you 
l| coverage in the kind of markets in which 
jstomers concentrate. Targeting your markets 
e fat you get in media big on figures, but 
n coverage where you sell goods. 
In have 7 ways to buy Parade but an infinite 
ir r ol ways to use it. Parade's 73 market Jumbo 
let, rk hits 12 million homes. Studies shows 2 

* read each copy. Of these 24 million readers. 
f rage of 75% reach each page, say independent 

~Ws. Thus Parade Jumbo brings 18 million people 
| \j message! 

\ Eaty marketers can buy the 20-city Big-Top Net- 
p sell 6,150.000 families. 80% in Nielsen "A" 
fees. In 53 other key markets. Parade Bandwagon 
fc*rk, brings your message to 5.400,000 families, 
mof 3 in Nielsen "B". 

ppJde Western Network covers 2 million homes 
S l Vest Coast markets. Combine Western with Big- 
fV Bandwagon, or buy Jumbo without Western. 
' Ifce the network or combination that concen- 
- W your dollars-targets the markets where you 

THE RULES 

t ^Qne may submit an entry if employed by an ad- 
jsr jr of advertising agency using national advertis- 
hpdja, and who is in a position involving the market- 
Ill advertising of goods or services. Employees of 
Nr| Publications, Inc.. and its advertising agency, 
er ier media are not eligible, nor are members of 
*t amilies. 

h trants must fill out correctly and mail an official 

KtolM from a Parade advertisement or one secured 

In* Parade representative. 

i« tries must be postmarked by Oecember 31. 1963. 

W*)ceived by January 7. 1964 

*- w *ct entries will participate in a drawing con- 

'**'d by 0. L Blair Corporation, an independent judg- 

■S ganaation. Judges' decisions will be final on all 

«* cs relating to this offer. Winners will be notified 

* son or by mail within 30 days of the close of the 
«f' 

5- Jve-I prize must be taken on date specified Trip 
k edoled to start on March 27. 1964. and return 12 

* .hereafter. 

^ entries become the property of Parade Pubhca- 
V and none will be returned. This offer is sub- 
a all federal, state, and local regulations. 
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SWEEPSTAKES 



155 PRIZES! 



5 FIRST PRIZES! 

TRIP TO EUROPE FOR 2 — ENTIRELY FREE 

Including transportation from your home to New York and back! 

Fly TWA Starstream Intercontinental Jet to Milan. Italy Then 
enjoy any 12-day tour you arrange, for which Parade provides 
$30 per person per day. Return to Rome for flight home. 

150 MORE PRIZES! 




10 SECONO PRIZES 
30 THIRD PRIZES 
110 FOURTH PRIZES 



$100 Savings Bond to each 
$ 50 Savings Bond to each 
S 25 Savings Bond to each 





official pahade "Targets Msrfafing " sweepstakes entry blank 

(check box next to correct answer) 



6. How many different ways can you now buy 
Parade? □ 3 □ 5 □ 7 

7. What is Parade's great exclusive d fference from 
other media? 

□ regional breakdowns □ city-2one only 

□ choice of Nielsen "A" or "B" concentration 



1. How many million homes does Parade Jumbo 
Network reach? □ 2 □ 6 □ 12 

2. What percentage of Big-Top Network lies in 
Nielsen "A" areas? □ 20% □ 40% □ 55% 
□ 80% 

3. How many million homes does Bandwagon Net- 
work cover? □ 2.2 □ 3.6 □ 5.4 □ 8 0 

4. How many million readers does Parade Jumbc 
Network deliver? □ 4 □ 12 □ 24 

5. The only readers who pay off are those who 
reach your ad. How many millions reach your ad 
in Parade Jumbo Network' □ 8 □ 12 □ 18 

MAIL THIS ENTRY BLANK TO: Parade Target-Marketing Sweepstakes. Boi 145. New York, N. Y. 10046 
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New sponsorship for fas hi 



Moke than 30 fashion shows will be presented on 
spot tv next spring through the cooperative pro- 
motion effort of the National Cotton Council and local 
retailers. 

The various video fashion shows, supported by the 
council to promote cotton over synthetic fabrics, will 
be presented across the country, from Rhode Island to 
California, and Michigan to Texas. They will be essen- 
tially local in character. The plan allows each par- 
ticipating store to take advantage of its own media and 
marketing knowledge. 



Kach participating store will stage one or more 
hour tv fashion shows of all-cotton merchandisl 
selected hy the store from its own stock. The coimj-il 
will foot the bill for the air time. 

In 1964 the Cotton Council expects to spend SLilM). 
000 in tv and 8725,000 in print. The council first went] 
into tv last year with spot; this year added network IjJS 

Daytime tv was selected for the fashion shout m 
order to reach a loyal audience of women viewers! 
Since women account for most of the dollars spent fi3r| 
textile products, and since the\ are interested in 



The Cotton Council feels cotton needs more tv promotion to compete with synthetic fabrics, even if council pays for the tin 




Iv 



hows on tv 



world of fashion, t lit* council feeU that scheduling the 
fashion show s following the most popular loral 
woman's show will be most cflectiv c. 

\11 the fashion shows w ill he aired in April and Mav 
when the regular industrv advertising eonmienees. 

The council will supply promotion material on cot- 
ton which the stores ma\ incorporate into their in- 
dividual fashion shows. For example, information on 
stretch cotton, a new and popular innovation, w ill be 
sent to the retailers. All in-store promotion material 
.such as window displays, posters, manikins, etc., as 
well as out-of -.store promotion materials like new s- 
paper ads', tv announcements will be paid for by the 
stores. The agreement calls for 600 lines of newspaper 
publicity, an unspecified amount of store promotion. 

Such joint promotion is a new idea for the Cotton 
Council. When tv proved a successful method of ad- 
vertising for local stores the tie-in seemed a natural, 
according to Charlotte \onnan. in charge of promo- 
tion for the council. 

It w as oid) a short time a no that stores began to use 
the medium, and onk a few at that. Some of those 
noted for use of tv: I'feilfei s in Little Hock, Wood- 
ward 6c Lothrop in Washington, D.C. and 1). 11. 
Holmes in New Orleans. A number of retailers use tv 
to advertise specific items on sale but fashion shows 
pB tv are still rare animals. 

"Most of the retailers who have tried tv claim it's 
wry effective, " according to Miss Norman. "Others, in 
the minority, say then don't like it." It is true that not 
all retailers were interested in working on a coopera- 
tive tv effort with the council, she admits, but the 
overall acceptance has been good. 

Because the retailers are permitted to choose their 
own tv stations, interest is Midi. Although few stations 
have been decided upon as of now, most retailers are 
choosing on the basis of size of audience, according to 
the council. Women's .shows an daytime tv are strong!) 
suggested but not required. 

One store — Tapp's in Columbia — is paying extra in 
order to have prime time. Retailers not only do buying 
(with the council s money) but also clearing. 

"We made suggestions to all the retailors concerninu 
what stations and programs might be most effective, 
but in main - cases the) - did not agree and chose their 
own/' sav s Miss Norman. "We do not disapprove of 
the selections which deviate from our own list. The 
local retailers know better than we do what their 
buyers listen to." 

The retailers will merchandise specific products to 
consumers on tv as a supplement to the cotton in- 
dustry's heavy schedule of generic commercials on net- 
work tv in the spring. 

One minute spots will be aired on eleven network 
shows from 4 March to 31 May. Both ABC TV and 
CBS TV will be used. The shows chosen: ( CBS ^ niorn- 



National Cotton Council to sponsor 
over 30 fashion shows on spot tv; 
retailers agree to promote cotton 
by showing only cotton merchandise 

nig new s. Tin* Ht'tll MiX'iu/s. I /.me l.mi/ Pi lr and 
Cladijs. (ABC") Father Kuans Hesl. Trail Master. The 
Trice is lii^lit. Tu»ilii e, Arrcsl and Trial, t he I lint 
stones. Wugtw Train 

"We especial]) like tv because of the reach and 
cost-per-thousaud. says Dick Alexander, director of 
advertising for the council. "It also has threat ben< fits 
like demonstration, giving a strong visual impact." 

The Cotton Council is a non-profit trade assoc i.itiou 
represent inn organizations involved in vv ork with 
American cotton from the farmer to the spinner 0* 
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ADVERTISERS 

Too much stress placed 
on measuring easy data 



Why have ovn thoughts about 
advertising accountability 
tended to drift away from concur- 
rent consideration of research mea- 
surement?" W. M. YVeilbacher, sen- 
ior vice president of C. J. La Roche 
& Co., who posed this question at a 
workshop of the Assn. of National 
Advertisers, offered two answers: 

"Emphasis has been placed upon 
what is easily measured, rather than 
what should be measured. . . . It 
would seem that at least some 
awareness studies are made today 
because brand awareness should be 
measured." 

There is "a lack of communica- 
tion between researchers and ad- 
vertising management. . . . Re- 
searchers talk to each other and 
unilaterially devise wonderfully in- 
tricate and well-reasoned proce- 
dures. The advertising managers 
talk to each other and decide, uni- 
laterally, that the researchers arc 
running on the wrong tracks. Too 
often, there is then silence on both 
sides." 

William Hoofnagle, chief of the 



U. S. Dept. of Agriculture's Market 
Development Economic Research 
Service, told the workshop partici- 
pants the introduction of computers 
in advertising "redounds to the 
benefit of the whole industry." 
Computers, he said, "remove the 
cloak of suspicion and place adver- 
tising in a framework where its 
pros and cons can be examined in 
an enlightened, unbiased manner." 

Also addressing the ANA session 
was YV. J. Gillilan, senior vice presi- 
dent of Ketchum, MacLeod & 
Grove, who said the agency's "Op- 
portunity Focus" concept was a 
major reason for KM&G's 30% in- 
crease in billings in two years. 

He described "Opportunity Fo- 
cus" as a marketing process which 
narrows advertising objectives to 
those "with the greatest potential in 
terms of opportunity and results." 
OPFO, he said, is a five-step con- 
cept which (1) defines objectives; 
(2) gathers facts; (3) focuses on 
major opportunities or problems; 

(4) develops a plan of action, and 

(5) evaluates progress. 



OPFO, Gillilan added, "puts first 
things first . . . gets marketing to 
account to communications before 
communications commits itself to ai 
pre-determined impact in the mar- 
ket place." 

"We need advertising to influ- 
ence the buyers — to move the pros- 
pects toward the product. We need 
sales promotion to influence th<3 
sellers — to move the product ta> 
ward the prospect. Each perforins 
essential functions that the othel 
cannot perform," according to Gail 
Smith, advertising and market re* 
search director of General .Motors, 

Smith cites limitations 

Addressing last week's ANA 
workshop, Smith pointed out that 
advertising cannot perform all the 
functions used in making a sale: 
"National advertising cannot effect 
tively compare our product with 
competitive products ... as well m 
a salesman. Advertising cannot artr 
swer questions, some of which may 
be quite pertinent to the ultimate 
sale. It cannot . . . talk effectively 
to both the salesman and to the 
prospects." 

On the plus side, Smith saidf 
"Advertising cart build a sustained 
impression of quality . . . Can em- 
phasize the most wanted character- 
istics of the product. One of the 
most important things it can do . .,, I 
is to give . . . information that will 
lead ... to the right buying deri- 
sion. Advertising can emphasize 
the styling and design of a car." 

The GM executive added that ad- 
vertising prepares the customer to 
make his product choice and sur- 
rounds "the product with the de- 
sired atmosphere based on whal 
segment of the market we arc try- 
ing to influence the most. Advertis- 
ing can build pride of ownership, 
which is as important in holding the 
loyalty of present owners as in at- 
tracting new ones." w* 

Smoke rumors hot 

Anxiety over the what, when and 
How Bad? of the coining Surge* 
General's report on smoking and 
health, is reaching fever pitch, 
HEW, through its Public IIeal#t 
Service, has warned over and ov©r 
that the special Advisory Commit- 
tee on Smoking and Health «ill 
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Four -way's cold season catches stars 




Singer Mindy Carson and comedian Hilly Gilbert will be featured in a 
special tv campaign for 4 -Way Cold Tablets (Grove Labs.) Daytime net- 
work and spot tv in Gl markets will be used throughout the fall-winter 
cold season. Doherty, Clifford, Steers & Shcnficld is the agency. Above, 
Miss Corson poses with Grove product manager R. Tyler Day (1) and 
manager Reginald W. Testcment 
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make no recommendations in the 
first ri'purt — only in one which 
might not come out for another 
U'car. 

I'nconvinced, the tobacco in- 
dustry , advertisers* .nul broadcast- 
ers are sure th.it the report, siip- 
poscdlv to emerge the first week in 
January, will mean hit; tronhle. 
They are sure that damaging con- 
clusions will ho draw n — \\ briber in 
or out of the report itself — from the 
amassing of all existing e\ idenee 
linking smoking with eaneer and 
heart prohleins. 

Current plan reportedly is to re- 
lease the top-seeret smoking dy n- 
amite on a Saturday at a closed- 
door briefing, for accredited news 
people. The purpose is supposedly 
to prevent exaggerated write-ups. 
hysteria on the stock market and in 
the tobacco areas. MtSW spokesmen 
insists no final plans have been de- 
cided on. but admit this is a possi- 
ble approach. 

N\B president LeHoy Collins 
continues a personal crusade for 
containment of cigarette eonnner- 
ds to modes and times that will 
not encourage youngsters to smoke, 
lie used recent argument against 
the governmental tyranny advo- 
cated by the National Council of 
Churches to renew his ernsade for 
self-eorrection in the industry. 

Collins particularly singled out 
the Luek\- Strike commercial as 
'%r a /en. cynical, flouring the con- 
cern of millions of American parents 
about their children starting the 
smoking habit." 

Hflarketing chief sits 
fn company 'hot seat' 

"Tin- 'hot seat* in most companies is 
Occupied by the director of mar- 
keting," avows Lee S. Bickmorc, 
president of National Biscuit Co. 
Appearing on a panel of food indus- 
try presidents at the 00th annual 
convention of the National Food 
Brokers Assn. in Chicago late last 
week, Biekniore stressed that mar- 
keting is only now receiving the at- 
tention it merits, and be went on to 
say: 

The success of consumer goods 
companies is measured by the suc- 
cess of their marketing programs. 
The marketing strategies developed 
which determine the direction in 
which a company goes must re- 
ceive the full attention of top man- 
agement. This responsibility can- 



not be delegated to others. 

"The brokers perloriu mam im- 
portant functions m the maiketmg 
ol a product. Should the) take their 
responsibility lightly, then the over- 
till marketing strategy is weakened. 
This means that the brokers must 
be thoroughly know ledgeahle about 
the manufacturer's complete mar- 
keting strategy. The broker's im- 
portant function of selling ami mer- 
chandising must be closely eon e- 
lated and eoordiuated with the 
functions pei lornied by the manu- 
facturer, distributor, and whole- 
saler. 

"Both must be conscious of the 
ever-changing conditions which ef- 
fect the marketing of a product. 
This means that topflight men 
w ill bo devoting their full attention 
to the complete marketing program. 
Men less qualified will not do in 
today's highly competitive business. 
Fven these top men must continu- 
ally be trained, challenged, and de- 
veloped. Just as we manufacturers 
are continually study ing our organ- 
izational structure to be sure it is 
correct for the most cfFective per- 
formance, so likewise must the 
broker review his organizational 
chart. 

"The organizational structure of 
five short years ago could well be 
obsolete today. Well qualified men, 
properly organized and sufficiently 
inspired, can and usually will, get 
outstanding results." 

Other industry presidents taking 
part in the session were C. W. (Tex) 
Cook, Ccneral Foods; lb D. Stuart. 
Jr., Quaker Oats; and Cen. E. \V. 
Bawl in gs, Ccneral Mills. 

Cook said, "In the expectation 
that brokers will continue to 
strengthen their operations and im- 
prove their techniques at a pace at 
least equal to that of industry . 
while at the same time keeping 
their expenses in line with those of 
a direct sales force, Ccneral Foods 
has every intention of continuing 
its use of broker service," 

Stuart, describing the food indus- 
try as one of rapidly changing situ- 
ations, stated: "We can no longer 
afford to waste time talking about 
the same old problems that we have 
talked about for many, many years. 
The target and objective*, are on a 
much higher level and must he re- 
solved on that basis. The manufac- 
turer or broker who has not done 
his 'homework' and doesn't under- 



stand these problems is not going 
to be able to operate < flee t ively and 
efficiently m this 'new <-n\ iron- 
nient.' " 

B a w lings dot lared that "t he 
broker's knowledge ol local condi- 
tions and his ilnet t < uslonier con- 
tacts gi\ r broker organizations the 
opportunity to serv o as tin- manu- 
facturers 'eyes and oars in the field 
The manufacturer, for Ins part, 
must support the broker organiza- 
tion with piouei ring research, pro- 
gressive new product development, 
and maximum advertising and pro- 
motion support when indicated 
Thus — lor maximum mutual benefit 
— manufacturer and broker must be 
partners in the I ullest sense of the 

199 
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Robert Martin named 
Schlitz marketing dir. 

The appointment of Bobert A. 
Martin to direc tor of marketing foi 
the Jos. Schlitz Brewing Co. has 
been announc- 
ed. An 1 I - y ear 
e in p 1 o \ e e o f 
Schlitz who has 
held executive 
posts with the 
firm in research, 
advertising and 
marketing, 
Martin sue- 
ceeds Fred B. 
Ila\ i la nd , J r. 
who has been appointed \ ice presi- 
dent for marketing and corporate 
planning. Martin joined Schlitz as 
research analyst in 1952, advanced 
to director of marketing research. 
He was named manager of regional 
advertising in I960 and two y ears 
later became assistant to llaviland. 

Ohio Gas likes humor 

Not that it lends itself to hum- 
or, but the Fast Ohio Cas Co. has 
chosen a comic coinnu rcials route 
to promote the use of gas appli- 
ances. Company commissioned 
I lardman Associates, Pittshurgh re- 
cording studio and production 
house, to create and produce a 
series of 12 humorous radio sp< >ts. 
Company declares its chosen com- 
mercials format is because ol "lis- 
tener attention and interest in this 
form of commercial message." 
Spots will run in a doze n markets 
throughout F.istern Ohio. 
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Soda fountain (top) and party with Pepsi 




Below is scene depicting filling station 




ADVERTISERS 

Pepsi to pour $59 mil. 
into '64 world market 

$36 mil. earmarked for advertising, promotion in U. S. 
with the major outlay slated for television and radio; 
Patio also pushed in drive geared to bottler tie-ins 



Some $59 million will he spent in 
world-wide advertising and pro- 
motion in 1964 by Pepsi-Cola Co. 
and its bottlers, nearly §36 million 
of it slated for the United States 
alone. The U.S. outlay will be some 
$1 million over the 1963 figure and 
will go primarily into broadcast cof- 
fers, with the total to depend on 
bottler activity, says Philip B. Hiner- 
feld, Pepsi's advertising vice presi- 
dent. 

Hinerfeld also revealed that the 
company next year will forego any 
usage of network radio, vvhieh in 
1963 accounted for a half-million 
dollars of the advertising budget. 
However, over 3,000 independent 
stations are set for '64 as the com- 
pany continues to emphasize its 
successful "Now it's Pepsi for those 
who think young" theme, first in- 
troduced in 1961. 

Featuring vocals by Joannie Som- 
mers, backed by Mitchell Ayrcs 
band, a wide variety of the "Pepsi 
Song" commercials ("M akin' 
Whoopee") are to be made avail- 
able to Pepsi bottlers — all with 
"open middles" to facilitate live 
local announcer copy. In addition, 
one series will have a group hack- 
ing Miss Sommers to give the com- 
mercial a "bigger beat." 

As for tv, Hinerfeld said Pepsi 
will increase its overall effort in 
this medium by some 30% next 
year, all in blaek-and-white, using 
nearly 400 stations. The company 
will schedule "a powerful pattern" 
of spots in top-rated, prime-time 
shows on all major networks, plan- 
ning a minimum of four shows each 
week in a scries of 26 weeks 
throughout the year, scheduled 
around soft drink industry prime 
selling periods. This will he high- 
lighted with Pepsi's co-sponsorship 
again of the \!w America finals 12 
September on CBS. 

The tv commercials will cover all 
sales opportunities, said Hinerfeld, 
from familv use to vend i rut, unci 



will emphasize taste appeal, prod 
uct quality, and audience involvf 
ment. Heavy outdoor and 
schedules are also set. 

Pepsi also plans an extensive 
campaign for Patio Diet Cola, 
calorie soft drink which has leaped 
into 73% of the country via 341 
bottlers since its introduction iji 
February. Themed on "Make your 
weight behave — get the taste y&i 
crave," the ad drive will 
local radio, television, print, arid; 
outdoor. 

The new radio voice for Patio 
will be Sandy Stewart, a featured 
vocalist on Perry Como's tv sho«3 
who will sing the new jingle cortt- 
mericals. The tv effort will feature 
three prominent photographies 
models — each a wife and mother — 
along with their families in a serial 
of commercials. Three more are 
added for the print campafp 
Sample copy reads: 

"Model and mother Mona Haw 
kins has four big reasons for chow 
rng new Patio Diet Cola. (1) 
sugar-free. Less than one calorJf/ 
six-ounce glass. (2) Great for your 
figure. And good for the kids. {&) 
The whole family loves its true cola 
taste. (4) Made by Pepsi-Cota 
Co. — as cola as a cola can be." 

Hinerfeld said the media sched- 
ule was scientifically designed, de- 
veloped by Linear Programfi5| 
techniques, using electronic eflM 
putcrs. Agency for Pepsi and Patie 
is Batten, Barton, DurstinC & 
Osborn. 

lie added that next year's re- 
search outlay will be about triple 
the amount spent in 1963. And tin 
record-breaking Pepsi-Cola Co, in- 
vestment, coupled with cxtenswfl 
combined area advertising plans m 
bottlers pooling their resources, will 
give Pepsi greater broadcasting fre- 
quency, more print space, and the 
biggest outdoor advertising effort 
in the history of the company, 1 1 in 
erfeld concluded. "0 
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Their 'Fair* share 




Top acitiiml iiii-n fniui three ad agencies serv inii Johnson's W;i\ meet 
nilh cnmpaii) ad e\ces sit silc of Johnsons (Golden Koiidclle pavilion at 
N. V. World's Fair, l.-r an- Ccorue Bclscn, Jr.. v. p.. Finite, (.Vine bi 
Hcldinu, Chicago; Walter MarKulies, pres., I.ippitu otl & Marmilies. \. V., 
pavilion designer; Francis XV. Faniuan, sr. \ .p., Ik'hton \ Howies; I'aul 
Schlcsinccr, sr. at ft. e%t't\ Veedham, Funis \ Krorliv , (.'liicauo, II. \\ . 
Crillilh household prod, sales n>ur. for Johnson's; Dnimlas I.. Nmilh, its 
adv.-nuTcliainIisii)K dir.; assistant director I larold \V. \\ nki-fii-ld 



aberge in 13 markets 
[or r I tv Yule promo 

I adio.uul t\ spots in 13 major mar 
cts will torm the backbone of an 
itcnsive three-w eok pre-( .'hristmas 
itsli li\ Faberge. 

fm olved arc prime-time 20-sce- 
n «l spots i ii N o w York, Los 
uncles, Chicago, Philadelphia, 
raton, Detroit, Cleveland, \\ ash- 
igton, D.C., St. Louis, San I'ran- 
iseo, I toiiston, and Baltimore. The 
omens line will also 140 into Hi 1 1 
1I0. Both the ineu'.s line and the 
.omen's line ha\ e bought network 
I \ IK J TVs Jerry Lewis N/iou 011 7 
nd t I I Vcoinbei ) ami the men s 
Lnr will supplement tins with \ B( '. 
V da\ time spots on I'hc /'t ier is 
t/g/i/ and Truilnuislev. Morning 
|h>( radio in New York. Los \n- 
elcs. ami Chicago, two stations in 
Btt-h cit\, will also promote the 
omen's line. 

The unprecedented Faberge eaui- 
juign will also include black-and- 
) liite newspaper ads in the 13 m.ir- 
Ml, and lull-page, black-and-white 
ds in December issues ot several 
1 laga/ines. 
I'ritchard. Wood is the agency for 
aherge lor Men, and Taplinger- 
lillstein is the agenev lor the 
k omen's line. 



NEWS NOTES 



&G takes over Folger: The coflc-c 
mipauy which markets vacuum- 
ackecl and instant codecs in the 
1 id west, w est, and south, is. now a 
•meter 6: Gainhle brand, effective 
vith the 30 November exchange of 
nine 1,650, (XX) shares of 1'cxO coin- 
iion stock for the Folger assets and 
msiness. Folgcr's 1962 net earnings 
v«*re $6,952,000. cipial to 84.21 per 
'hare on the shares of PcNC stock 
ssucd for the acquisition. Net sales 
p the company for tlie war were 
h**)35.(XX). 

L 

I lot of dough: Golden ('.rain Mae- 
troni Co. issued 30 million money - 
uck coupons, worth one dollar 
Ipfcrce w hen applied to the pnr- 
liase price of any five packages ot 
M convenience dinners. Offer was 
Mugged on ABC TV and CBS TV 
'l.iytime In such personalities as 
Ift Linkletter, Tennessee Krnie 
•ord, Bill Cullcn, and Bud Collycr, 



while hard-sell commercials con- 
tinue to promote the dinners. 
Coldeu Grain also pitched the offer 
via Sunday magazine sections in a 
total of S2 newspapers from coast 
to coast on two November Sundays. 
The dinners — Noodle-Koni, Scalop- 
a-Boni, Tw ist-a-Boimd and Chic- 
ken,, and a Spaghetti Dinner — de- 
buted nationally last February and 
March via a similar advertising 
route. 

Boll ins buys adv ertising plants: 
Bollins Broadcasting, Inc. has pur 
chased outdoor advertising plants 
and real estate holdings in Philadel- 
phia and Washington. D. C. for a 
price reported in excess ot S3 mil- 
lion. Seller is General Outdoor Ad- 
vertising, w ith w hoiu Bollius also 
negotiated to purchase the outdoor 
advertising coinpam for all ol 
Mexico. The two markets, with a 
combined population of 6.3 million, 
have a buying power of $16 billion 

New member: Banerlein, Inc., of 
1026 I liberuia Bank Building, New 
Orleans, was elected to inembcrshp 
in the 4A, 



NEWSMAKERS 



Ki hi B. FniUHHtn to advertis- 
ing manager of West Chemical 
Products. Long Island. 

J wh s D. P Mtki.u and B. Mn 11 \i 1 
P \sc 1 ik 1 s to Best Foods Di\ lsion ot 
Com Products Co. as product man- 
agers. Parker w as w ith Beech-Nut 
Life Sax ers as advertising manager 
tor the confection division. Paschkes 
w as an account exec nti\ e w ith 
Bic hard K. M.uihotf. 

Bin c 1 tin \nw \y to merchandis- 
ing specialist in Philco Corp. s con- 
sumer products dixision. lie was 
assistant director ol the creative de- 
partment of F. F M.icDonald Co. 

Siwin C. Pu \ 1 1 11 to acb ertisinu- 
incrchandising manager of the 3\l 
Coinpam s graphic s\ steins group. 

Ti n Puoii to di\ ision.d sales 
m. mailer ol The Sweets Co. of 
\1nerie.1 lie was southeastern field 
sales manager with \\ armr 1 „un- 
hert Co. 

1 low \nn 1! Ihu to inanager of 
promotional and point-of-sale ad 
\ertising for the acb ertisiuu depart- 
ment of Coca-Cola Co. 
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The Embassy of Morocco 

His Excellency Ali BengeUoun, 

Ambassador of Morocco, his wife 

and children, in the Moroccan Room 

of the Embassy . . , another in the WTOP-TV 

series on the Washington diplomatic scene. 



Washington, o, c. 
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AGENCIES 



Campbell-Ewald is 

in 



a dark 




'Nuts-&-bolts' Detroit ad shop can be strongly creative, and has 
unobtrusively picked up 96 different prizes in 5 years for tv work 





IjV hwdi ii. ol (tip adv ri tising 
I nguicies have created a distinct 
Inage" in the field of t\ eoiiiiner 
i,l rj wards. There is Young h Huhi 
in, lor instance, noted lor audi 
ice-pleasing, neatly -u orded coin- 
ercials lor Jell-() (such .is the 
inous "Chinese Baby " spot) «in<l 
Fi i isc >ii i\ Johnson ( remember the 
Kind- \id Kgt* ' spots?). There is 
0\\ y, Benson i\ Mather, uitli its 
^.sophisticated touch (.is in the 
ladaine X spot lor Sehweppes ) , 
d Doy le Dane Hernhueli. known 
0 for a distinctive t\' "sty le" (as 
the deeepti\ eh -simple tv s|)ols 
the Yolksvv agen station wagon), 
.iants like J. Walter Thompson, 
cCann - Krieksoii, BBDO, and 
Stt on i\- Bowles have won a iiuin- 
T of important industry kudos lor 
Kr creative tv commercials, and 
vo brought credit to Madison 
ciiue. 

Put how main .ulnieii are nware 
■it a top score in the field of com- 
vreinl honors has been run up hy 
Detroit agency generally thought 
' is a down-to-earth, nuts-and- 
MJs ad shop for one ol the world's 
vat motor makers? 
It's true. 

In the past five years, Detroit's 
diiiphcll - Fvvald Company, best 
unvn as the ad agency for Chcv- 
iletj has won no less than 96 dilTer- 
t{ awards with C-F entries sub- 
it ted in the top six tv commercial 
in petit ions. 

pmrmfo for Chevy, otlwr* 

\n 1959, I960, 1961 and 1963, 
iiiinercials produced for client 
Jiwrolet. have won the eovctcd 
rand Prix at the International Film 
Utival held at Cannes and Venice, 
her consistent award winners 
Wa"v the Campbell-Fwald client 
KCn v r include Firestone Tire and 
iikber, Ceneral Motors and United 
eleo, 

Canipbcll-Fwald's consistency is 
Idecident. Kensinger Jones, senior 
s ee president and creativ e director, 
ud J high Lucas, vice president and 
ireetor of radio and television for 
le agency, believe creative free- 
fill has been the biggest factor in 
Ulphell - Ku aid's success with 
'lev isjon commercials. 
Lucas emphasizes that creative 
latloin must, of course, be backed 
| extensive marketing and broad- 
ist research inlorination. proper 




Creative use of special effects by C E is exemplified by "Chevy Visits Venice" tv spots 



planning, and the more than 10 
talented men and women in the 
Campbell- Kvv aid telev ision depart- 
ment. 

"\\ .itching significant programing 
trends and w orking closely with net- 
works and program producers is 
most important. In this vv ay wo de- 
velop individual programing ideas 
for each client, which provide the 
best setting and staging lor the 
client's commercial messages.' 
Lucas says. 

On the subject of creative free- 
dom Kensinner Jones says. "Gener- 
ally , we do not tie our agency pro- 
ducers nor the film production com- 
panies down to rigid storyboards. 
Nor are writers lorced into situa- 
tions where they have to do literal 
interpretations of print themes. 
Naturally, we try to establish rela- 
tionships betw een print advertising 
and television advertising, but we 
don't insist that people adhere to 
the exact language used in the print 
ad. 

"Also, we like to think thai the 
people in our telev ision operation 
are free to fail once in a vv bile. 
They seldom do because of the in- 
ventiveness of their production de- 
partment. Don Miller, the snper- 
v isor of telev ision production, has 
lifted a phrase from an old-time bil- 
liard champion. 'Show me a shot I 
can t make ." 

There's a v cry close relationship, 
too. between the people in Miller's 
production department and those 
in the telev ision copy department 
headed bv Hubert McTvre. The two 



departments work v ery closely 

The agency believes another rea- 
son for the successful operation is 
that Campbell-Kw .dd his a single 
tv -radio director. Woody klose, re- 
sponsible for the output of the 
whole department. 

"Contrary to the thinking of many 
others in this business," Kensinger 
|ones adds. "I'm not at all sure that 
telev ision writing should be dom 
bv print writers. It calls for very 
special understanding and skills. It 
takes a long time to learn to do 
really well and, done right, tv script 
writing is a lull-time job." 

Another important factor is the 
relationship with people who 
Cainphell-F.w aid would ratbei not 
call "suppliers." Actually . the film 
producers, musical directors and 
special effects men the agency 
works vv it 1 1 are partners and col- 
lea mi es in making commercials, as 
C-L sees it. Certainly these people 
hav e a lot to do vv ith the quality of 
(be award winning commercials. 
They work closely with Campbell- 
Kw aid's east coast production man- 
ager, Pete Miranda, and with Wil- 
l.ud I lanes, in charge of production 
on the vv est coast. 

"A lot of people plav a very big 
part in keeping the quality high,™ 
concludes senior v p. Jones. "Hut it 
does conn- hack. 1 think, to the 
principle of allow ing highly tal- 
ented people to contribute all the 
w av along the line and it g<* s vv ith- 
ont say inu that it all begins with 
clients who want fine commercials 
through creative freedom." ^ 
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AGENCIES 



for Mueller product 

Agency is using only radio -tv in ten test markets 
for Mueller's new Old - Fa shioned Egg Noodles 




DCS&S spot for Mueller's features 1907 one-cylinder Brush truck, actor Bud Truland 




Camera pulls back after close-up of noodle dish to reveal delivery man's unique family 



Mueller's is eager to prgeii 
its newest product as 1 
fashioned as Grandma Muelli 
recipe for, egg noodles. As a ras|j 
of fact, it is Grandma's recipe, ■ 
"plenty of eggs," and the pits 
that modern packaging and progc 
ing contribute. Starting tog 
Mueller's Old-Fashioned E 
Noodles, now being distrlbuteflj 
ten markets on a test basis, is be 
promoted by a flurry of onc-rri-frr 
spots on radio and television; iijj 
of those markets (WGM 
WBEN in Buffalo; \\ r LWC-! 
WBNS in Columbus, Ohio; WKI 
TV, WKRC in Cincinnati; WLW 
TV, WHIG in Dayton; V^Mf 
CKLW in Detroit) and on m 
alone in the other five ( \VTAC] 
Flint; WOWO in Fort Way 
WBBF, WHEC in Roches! 
WNDR, WSYR in Syracuse; WS 
in Toledo). Radio and tv are 
only consumer media being utiliz 

Mueller's expects to expand j 
tribution "as quickly as mninif 
turing conditions permit," ace 
ing to Eugene Hulshizcr, a ceo 
executi\'e at Doherty, Cllfi 
Steers & Shenfield. Mueller's a|pj 
since 195S. Mueller's distrihi 
from Maine to Florida, and ■ 
to the Mississippi River (exclud 
Kentucky and Tennessee). 

DCS&S copy chief Howard Pol 
who developed the tv commarc 
gave the spot the old-time 13a, 
of the noodles themselves by 
fleeting the beginning of the I 
Mueller Co. When German b 
Christian Frederick Mueller 
came to this country in 
made noodles at home, 
Grandma's recipe, he packed ftj 
in brown paper bags and dcMv 
the product in baskets. The ba 
gave way to a horse-drawn \va. 
and finally a fleet of trucks, jv 
the paper bags have given w 
cellophane packaging of the n 
old product. The b&w comma 
produced by DCS&S's Jerry M 
and YVykle Films, centers arg 
a Mueller's delivery man 0® 
rounds in an antique truck, 
vehicle is genuine, rented frai®' 
Long Island Automotive Muse 
Outdoor scenes were filmed 
Cedarburst. L. I. The five 1 
spots, minutes placed in satur; 
schedules, include copy to be 
by local announcers ("not MtiM\ 
.Wi///-eis"), plus a jingle 
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Commercial rain to nature's aid 




IkraiiM' nature wh utuihlc to pro- 
vide tlie real tiling, a 'rainmaker' 
— a tank truck containing 2,1)00 
gallons of water — wis needed to 
leutl the ])roper atmosphere for the 
filmi.it; of a CHICAGO DAILY 
NEWS commercial, tn tlie spot a 
iiewly-coiffcd woman Lr«\ c\ her 



dry beauty parlor for the rainy 
afternoon outside. She uses the 
Chicago Daily News to protect 
her hairdo while a passing gentle- 
man whose eyes caimht the head- 
line, follows her reading the article. 
The 20-sccond taped commercial 
was filmed hv MCM Telestutlios 



owing gov't control 
brings rap from Duran 

res managed industry at best turning into pay tv, 
P at worst becoming a 'clumsy, crippled' medium 



CO V K II \ M I . N T - .\ I A NAGEI) industry 

at worst will end in some form 
[jay tv, and at host "will result 
fir i clumsy, crippled form of com- 
te^ciid tv," predicts Arthur C. 
I r.iin, senior v. p. for radio and tv 
fttfiiller ik Smith & Ross. 
| fainting to an FCC made up 
I fely of lawyers who have "little 
TU knowledge" of the husiness, lie 
mi a possibility of regulation that 
o Id weaken broadcasting to the 
tent where it would be lost to ad- 
Pfiang. 

Jnram's protest of growing gov- 
e ment control was made last week 
bore the Pittsburgh Radio Tele- 
F on Club, w here he also cpies- 
tued the FCC's "sample'" in its 
Wvey of public opinion on broad- 



casting, calling the commission's an- 
nual complaint count of 2,500 "a 
mere whisper" compared with net- 
work-station mail and surveys. 

Taking into account mail re- 
ceived by 5,000 stations, and 250.- 
000 public communications a year 
to one network alone, on top of 
H)O.(XX) audience interviews. Dur- 
ain asks. "Does it seem logical then 
to say on one hand that the public 
owns the air . . . and then reach the 
conclusion that the wishes of mil- 
lions of people should therefore be 
subordinated to the complaints of a 
mere 2,500?" 

New ton Minows "v ast w aste- 
land" speech a few years ago crit- 
ici/ing tv violence "nave the na- 
tion's press such a field da\ at tcle- 



\ isioii's expense ,is tti hteralK dine 
the uetwoiks mtu a lev erish spell 
<ii bii\ in" that most insipid of all 
ait forms, the t\ situation < nun tl\ 
Diuaiii recalled, \t that time onK 
S' i oi nighttime programs dealt 
w ith \ ioleiK e in .ins form accord- 
ing to his an.ihsis, and this v ear's 
eonteiit show s one third on "tin- 
safe and sine road of the situation 
eomedv" and the \ ioh nee c on nt .it 
the same S' t . 

Answering \l iuou \ criticism of 
mass-appeal t\ , Dnraiu referred to 
four-day coverage of the presi- 
dential assassination and coin- 
mented that onK beeaiise stations 
and networks ha\ e won mass sup- 
port could the\ sustain "the hor- 
rendous financial loss that their 
great public service gesture cost 
them." In Dnrain's opinion, the 
FCC cannot understand that mass- 
appeal programing supports "the 
truly fine offering of stations e\ er\ - 
where." 

Ry not allow ing new \ hf stations 
w here ABC is shut out of competi- 
tion in seven two-station markets, 
the FCC missed a chance to make 
one of the most important contribu- 
tions possible to competitive net- 
work programing, the FSR t\ chief 
believes. 

Moving on to coininerci.il limita- 
tion, "a mistake the FCC has not 
yet committed," Durum has re- 
searched this proposal, too. saving 
it is predicated on a si i rue of public 
complaints. "I checked NBC as to 
the number of calls, letters, etc., 
thev received during the month of 
October. The total w as between 
10.000 and 11.000. and the counted 
number of commercial complaints 
in this total was exactly four." 

Diiiam advanced two proposals 
of his own to meet FCC criticism 
of commercial broadcasting: 

(1) "That the FCC invite a 
group of true 'insiders' of the pro- 
fession to draw up a list of construc- 
tive actions the) believe benefici il 
to the broadcasting industry and 
the public interest over the long 
haul. 

(2) "Cive a complete reappraisal 
to the Communications Act of 1<3!S 
— an Act drawn 27 v ears ago long 
before tv began, and barely at the 
birth of radio when the nature and 
value of free commercial broad- 
casting was onlv dimly perceived 
and understood." ^ 
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FIRST EVERY DAY 

and lie re's wliy. . . 

• Exciting Local Programming 

News, music, documentaries that 
actually out-rate network shows. 

• Great TV Personalities 

Hard-selling WSYR-TV personalities, 
"Central New York's greatest sales- 
men," at work from before sun-up 
to signoff. 

• Best Technical Facilities 

First in Central New York with color, 
videotape, completely equipped TV 
center, and the only channel with 
maximum poweratmaximum height. 

• Experience and "Know-How" 

A veteran staff directed by exe- 
cutives averaging more than 20 
years. 

Overwhelming Superiority 

•WSYR-TV delivers 38% more 
homes than the 
No. 2 station. 





C't lU foil $t*'r /'•- HARRINGTON. RICHTtX k PARSONS 
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,« IS FIRST IN \/ THAT SHOWS * 
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SOUTH BEND • ELKHART 

CALL VENARD, TORBET * Mc CON NELL, Ins. 



B&B gets major share 
as EAL splits account 

Eastern Air Lines has cut its ac- 
count in two in naming a successor 
to Fletcher Richards, Calkins & 
Holclen, giving Benton & Bowles 
the plum and Gaynor & Dueas the 
remainder. B&B gets nearly all of 
EAL's nearly $8.6-million account, 
with G&D to handle only direct 
mail, cargo sales, speeial promo- 
tions, as well as "certain new proj- 
ects." 

These two, along with Compton 
and MeCann-Marsehalk, were the 
only ones asked by EAL to re- 
submit their presentations out of 
eight agencies that originally pitch- 
ed for the account, including Ken- 
yon & Eckhardt and Tueker-Wayne, 
both of whieh withdrew voluntarily 
from the competition. 

EAL said B&B and G&D will 
work "in tandem" to develop "a new 
concept" in airline promotion gear- 
ed to giving "greater recognition to 
the consumer in all aspects of the 
airline's operations." 

This is the second major adver- 
tiser to be pieked up this year by 
B&B, whieh in the spring was 
awarded Beeeh-Nut Lifesavers' $8- 
million aceount. 



Maxon adds Lawrence, 
Carey to v. p. roster 

J. Robert Carey has joined Maxon, 
Inc. as viee president and aceount 
executive on Gillette toiletries. 
Carey w a s 
formerly with 
Proeter & Gam- 
h 1 e * s toilet 
goods division 
in Cincinnati 
for six years, 
and resigned 
his position as 
brand manager 
to join Maxon. 
J o s e p h L a w - Carey 
rence has also joined the agency as 
vice president and account execu- 
tive on Gillette razors and blades, 
lie was senior aceount executive 
with Warwick & Legler for four 
year* on the Mm urn account. Prior 
to that, he was advertising and 
promotion manager for Columbia 
Records. Robert P. Linderman has 
joined the agency as vice president 
and creative group head, lie was 





with McCann-Eriekson. Hal Sttai 
formerly with North AdNTEtSgj; 
has joined Maxon as vice prerf 
in charge of business admini^tfM 

Albert H. Falk, Jr. M 
dir. market developm 

Albert H. Falk, Jr., a vise 
dent of Compton Advertising, 1 
been prorool 
to djrecMii 
the mafkffi \ 
velopmert 
partment. 
has be§e, 
manager o| 

departm 
since V 
Prior to JfiB 
Compton, aj 
Falk markefirj™^ 
ecutive in 1937, he was nj|?t 
sales manager of Comstock M, 
Previously, he was with Jewel Ra 
Stores and Platt-Falk Sal«0s SjH 
Chieago. 

Offbeat campaign ag; 

Out-thinking the big speun 
That's the philosophy behjni4 
formation of William Kelly S 
rup, Inc., new advertising and 
keting firm in Cleveland. h§ 
will provide complete advert' 
serviees, sales promotions, frnjL 
keting plans keyed to what H 
rup ealls "the economy of da 
enees." This he describes as 
termining unusual and pi&gf 
creative solutions to marl; 
problems to make ad dollars \* 
harder and communicate bett 
competition with bigger bujl 
and mass of advertising jjpyri 
sions." The address is Hotel # 
lake, Executive Suite, 19030 L 
Road. 



Negro firm is laui 

Add to new ad shop list: ThfW 
gro ad men have opened an 
in Palo Alto. Principals are ite 
ganizer and president, John l| 
enee Rayon, former newspaj 
eeutive and publisliers cons 
Riehard Can ale. art direcfeSf; 
Raymond B. Thorpe, creative d! 
tor. Agency name is Rayon, Gi| 
& Thorpe Advertising. In ad.' 
to handling ad accounts. RCiST 
also serve as consultants on m ^ 
ties. 
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it hit i\ K A K' > <•«;!< rumnt il m>rk%hnp, 
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G EN C I ES 



gency incorporates newest communications tools into 
S hew world headquarters at N. Y.'s Pan Am Building 



f iM<>\ & Ec ki I win i s now world 
V headquarters .it New York's 
tai Am Building takes in four 
•urs. Hiving it "the new est and 
)sf efficient communications tools 
ie know of . . . an exciting capahil- 
for the creation of advcrtisiim in 
e sen ice of our clients." sav s 
evident Da\ id C. Stewart. lie also 
te* that a fifth floor is beim* sub- 
•ised In K&K on short term to 
tnule room for future expansion. 
The new quarters contain six 
nnthunieation conference rooms 
iked hy closed-circuit to the KMC 
-radio station, each w ith an ad- 



jacent control room containing film 
and slide projectors, tape recorders, 
column speakers, and three-speed - 
playbacks. Incorporated into the 
facilities are two theatre-sci i-eninu 
rooms, each e<pnpped with 35uun 
and Ifimm projectors as well as 
closed-circuit facilities. The lamer 
theatre has a Cinemascope screen 
and can handle three simultaneous 
slide or slide film presentations. 

There is also an experimental 
workshop, w hit h im hides a t\ 
studio with li\ e and film cameras 
for talent casting and experimt ntal 
work, a control room and projection 



room from which In c camera pic- 
tures, slides, films, anmiatics. and 
other \ isual forms arc transmitted 
In closed circuit to 12 remote loca- 
tions throughout the .141 nc \ . a 
music room for v oice-ti stint;, music 
composition, ami scoring, and an 
edition room w ith Jotniu and Iduuu 
\lo\ ieolu for edit mi; Kc\F. 1 \peri- 
metital work ( )ther liiuhlnihts in- 
clude a test kitchen, plus a k<\K 
Sitpermarket. .1 simulated retail 
outlet to pro\ idi a im ans for e-.un- 
parin^ and stuck inn lain h pack- 
ages and m-ston disphn mat* rials. 



mm <j i,k iMHu 1 «.it,:? 
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AGENCIES 



Really creative 




Three loiva advertising execs show off 
their musicianship as members oj jazz 
band at country club concert and dance. 
L-r are pianist John Shotwell, head oj 
Shot well Associates ad agency; saxrnan 
Edward LaGraie, Jr., the slum's producer- 
emcee and president of LuGrave Advertis- 
ing; and orgnnist-vibesman James Charl- 
ton, ad manager of National Hog Farmer 



NEWS NOTES 



Smith & Dorian moving: The agen- 
cy takes larger quarters mid-month 
in the new Ilareourt Braee building 
at 757 Third Avenue, New York. 
Further south, in Nashville, Buntin 
& Associates moved to a location 
recently purchased by the agency 
at 205 23rd Avenue, North. The 
building, one of Nashville's hand- 
some earlier residences, has been 
completely modernized, but redec- 
orated and furnished throughout in 
the traditional manner. Also mov- 
ing are Enyant 6c Rose of Los 
Angeles, to larger quarters at 8330 
West Third Street; and The Brady 
Co., which has just opened shop in 
Milwaukee at 18(5 North Farwell 
Avenue. 

Mobil branch to Weiss: Mobil Fin- 
ishes Co., manufacturers and dis- 
tributors of industrial finishes, 
heavy-duty maintenance coatings, 
and retail paint products, appointed 
Edward 1 1. Weiss, Chicago, its 
agency. Firm is a subsidiary of 
Socony Mobil Oil Co. Other ap- 
pointments include Pick Hotels 
Corp. ($300,000), also Chicago, to 
Gardner, Stein & Frank. Pick oper- 
ates 33 hotels and motels in 29 
cities. Appointment is on an annual 



fee basis; Orchard Paper Co., .St. 
Louis, to Winius-Brandon, same 
city; Cedar Investment Co., St. 
Louis, to Ridgway, Hirseh & French 
for the Insurance Budget Plan sub- 
sidiary; Perry Equipment Corp., 
Philadelphia, to The Ullman Or- 
ganization. The dealer in chemical 
process equipment had no previous 
agency; The merged Crocker-Citi- 
zens Bank ($1 million) to Doremus 
& Co. for national and international 
advertising. Doremus will enlarge 
its San Francisco staff and open a 
Los Angeles office to serve the 
bank's southern division; Western 
Union Telegraph Co. ($500,000) to 
Fuller & Smith & Ross; Vescio's, 
supermarkets in Michigan, to Park- 
er Advertising, Saginaw; AMF 
Wheel Goods division to Grant, 
Sehwenek & Baker, Chicago; Prin- 
cess Peggy, Peoria, dress manufac- 
turer, to Ridgway, Hirseh & French, 
St. Louis; Puritan Chemical Corp., 
Chicago, to Holtzman-Kain; Logan 
Oldsmobile of Portland ($100,000) 
to Madison/West. Plans include 
news sponsorship and prime time 
spots on local tv stations. Spot 
radio will also be used; Fidelity 
Mutual Insurance Co., Philadel- 
phia, to Gray & Rodgers; Nease 
Chemical Co., and its subsidiary, 
Neochem Products Co, to Baehman, 
Kelly & Trautman, Pittsburgh. 

S&H resigns Airequipt: Sudler &: 
Hennessy has resigned the account 
of Airequipt, effective 31 Decem- 
ber because of "fundamental dif- 
ferences in marketing principles." 
Manufacturers of slide projectors 
and photographic accessories, Aire- 
quipt has been at Sudler & Hen- 
nessy since 1960. 

Match firms move: Lee/Baader & 
Rose, Newark, will handle the ad- 
vertising and sales promotion of 
Associated Match Companies of 
New York, manufacturers and mar- 
keters of "Show-Offs." Television 
participation is on the advertising 
agenda, as arc newspapers. Other 
accounts switching include Fire- 
side Tobacco Corp., which has 
named The Zakin Co. to handle its 
Fireside Pipe Tobacco, a Danish 
import. Both consumer and trade 
media will he used, Staeor Corp., 
Newark, named Newman-Martin 
to handle its advertising, sales pro- 
motion, and public relations. 



NEWSMAKERS 



Kay KniCmt to head of the j®m 
and tv timebuying department, i 
Gourfain, Loeff & Adler. He wq| 
broadcast media director at Rod! 
Rickerd, Henri, Hurst. 

Noel C. Johnson to vice presi 
dent of the Van de Car and DePosf 
Advertising Agency. 

John H. Cleland to senior pub 
relations counsel at Klau-Van Fi 
tersom-Dunlap in Chicago. MfeU* 
with KVPD in Milwaukee. 

Albert Liebermax, Ron Ros~: 
field and Robebt Levenson, to; vi 
president of Doyle Dane Bernbr ~" 

Stanley T. BubjvOFP to head 
the creative departments of W. 
Doner as a partner. He was vie 
president and creative director c 
Young & Rubicam in Toronto., 

C. Terence Clyne to chaiiiyra 
of the executive committee of Mas: 
on. W. George Eversman to execi 
tive vice president in charge of mk 
west operations. 

Delbert O. Fuller to accoui 
supervisor of C. J. LaRoche and G 
He was marketing director of Cu. 
tis Publishing Co. 

Elliott Detchqn to senior \|| 
president of Ogilvy, Benson 
Mather. 

Noel Schram to president of h 
own agency, Noel Schrarft 
Assoc. in Seattle. Vic GauntliS 
to vice president, Roy Sparse 1 
secretarv-treasurer. 

Thomas B. Hubbard to vice pff 
ident and a member of die eset 
tive committee of Wesley Assq 
He was with Young & Rubicam. 

Floyd C. Smith to vice preside! 
and account supervisor at Roeh 
Rickerd, Henri, Hurst. 

Robert 1. Angelus, E. WiLLtt, 
Dey, Jr., Ira F. Sturtevaxt ar 
Theodore N. Williams to fii 
presidents of Foote, Cone & Bel 
ing. 

Bernard Jaffee to research i 
rector of Footc, Cone & Beldin 
James W. McFarland to assista- 
research director and THOMAS % 
Frank to marketing supervisor 
the agency* 

Ricilvrd L. Fern andes to vi' 
president of Albert Frank-GuKnth 
Law. Arkqld Qreanu to assist 
vice president. 

Lee Jacobi to general manaf 
of Cole & Weber in Seattle. 
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ebates open on blurbs 

artworks, broadcasters and interested parties gather to 
rgue subject of commercial lengths before FCC 



\Mii\i;io\ — The I*\*cl< -r:i 1 Com- 
fiunications Commission oral 
pftithon on what to do about 
•on d east commercials gits under 
ay today (!) Dec.) with -13 wit- 
■Ki'S scheduled to give nine bonis 
testimony o\er ii tvvo-d.iy period. 
B»v way of preparation and fore- 
.irning. the FCC's general connsrl 
■ worked np a 20-pagc memo ic- 
lpnin'4 the eommission's authori- 
to adopt rulemaking on niaxi- 
Lnn time allowahle to broadcast- 
"s for advertising. The FCC legal 
icino says any "unreasonable" ride 
ill he challenged in the courts — 
lily the authority for rulemaking 
claimed in the statement as non- 
, sellable. 

The lengthy argument for statu- 
>ry authority to limit commercials 
.'Tides industry claim that limiting 

mmercials equates rate- fixing. 
CC counsel says any public inter- 
st requirements far broadcast pro- 
.raining could be considered to 
nut conunereial revenue, hence 
qnal rate-fixing, in the red net to 
d ahsurdtim of the viewpoint, 
'reedom of speech issue is tackled 
n the basis of court decisions in- 
, totting that advertising doesn't 
MOV as much protection" under 
irst Amendment as others. 
, On the first day of the oral bcar- 
1g NAB testimony will clasli with 
i.1( of National Council of 
birches. NAB president Collins 
•is taken issue witli the Council's 
m\ for tighter government regula- 
on of broadcast in general, coin- 
lereials and networks in particular. 

Also on the first dav, ABC and 

BS will use 20 minutes, and NBC 
0 minutes each, to argue for broad- 
aster rights to self-regulation in 
oinnicrcials. Metromedia, Mutual, 
torer, and Westintihoiise will have 
nartcr-honr testimonies. On the 
peortd day, six state broadcaster 
ssociations. individual broadcast - 
m, and communications attorneys 
■ill have their say. 

The public, in absentia, is always 



at these Catherines, will be theoreti- 
cally represented Moud.i\ h\ MX 
as well as the Assn. lor Better Budio 
and Tv, League Against Obnoxious 
Tv Coinniereials; National Beerea- 
tion Assn.; National Audienee 
Board; and t'nited Churches of 
Christ. 

It will he remembered that dur- 
ing Bep. Rogers' ( D., Tex.) suh- 
connnittee hearings on eommerei.ils 
limits, FCC chairman I lenrx said 



that c ivie and t luiri h and ednc a- 
tional groups cannot (ruh speak 
for the "public." lie leeumiueiidcd 
direct "dialogue 1 u l\\ ecu broad- 
caster and John O — but there will 
apparently be no such face-to-faee 
confrontation hetvvei u FCC and 
the public or broadcasters and the 
public, at this hearing held pre- 
sinnablv to satisfy public discoat< ut 
with broadcast uvereouniiercial- 
ism. ^ 




NEW MEDIUM PARADES BARE FACTS 



Advertisers in Japan arc utilizing a 
new medium in a centuries-old set- 
tins;, a parade of larRcr-than-sand- 
wich-board banners around the 
15-foot sumo ring, bearing tlieir 
company names. Sumo, unique to 
Japan, is t lie traditional stv lc of 
wrestling by mammoth 100-300- 
poundcrs. During the six 15-dav 
sumo tournaments held each v ear 
i three in Tok>o. one each in Osaka. 
Vagov a, and Fnkuokal. capacity 
tro« ds fill the arenas and millions 
of fans attend the contests v ia radio 
and tclc\ ision. Aside from the \ ast 
number of coimuerei.il minutes 
sold on the broadcasters' sumo 
pla> -bs -play programs, advertisers 
have uncovered this new way to 
tuck their corporate name into the 



sports package, a wav as simple 
and subtle as b .iking a message in- 
side a fortune cookie. The banners 
actually announce a casli prize to 
the winner of each hoot — "an ef- 
fect i\ e way to enhance the adver- 
tiser's image" — as the Japanese p.r. 
men pot it. Because of smno's pop- 
ularity, tickets to the arenas are at 
sot h a premium that ordinary fans 
have little chance of obtaining one 
■ — and onl v large companies art- 
able to purchase ringside seats. The 
"prize banner advertisers™ thus feel 
they are reaching an audience of 
important businessmen right at 
ringside with each parade of ban- 
ners, pins reaching the other fans 
in attendance and those watching 
television and listening to their 
radios. 
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Lewis 



Partridge 



Group W shifts Lewis, 
Partridge and Thornton 

David X. Lewis has been appointed 
advertising and sales promotion 
manager of Group W (YVcsting- 
liouse Broadcasting) in New York. 
David Partridge, who previously 
held that post, has been appointed 
to new executive duties in Special 
Projects, Creative Services under 
Herman Land. Lewis was formerly 
advertising and sales promotion 
manager for KDKA-TV, Pittsburgh. 
He is succeeded there by Peter M. 
Thornton, who has been publicity 
director of the station. Prior to 
joining KDKA-TV, Lewis was for 
ten years manager of KDKA Radio, 
and has earned numerous awards, 



among them the Variety Showman- 
ship Award, the Broadcasters Pro- 
motion Award, and the Billboard 
Magazine Award. 

Richard Ostrander to 
gen. sales mgr. at WTVN 

Prcviouslv national sales manager 
of WTVN-TV, Columbus, Richard 
\V. Ostrander 
h a s been ap- 
pointed gener- 
al s ales man- 
ager. Ostran- 
der has 15 
years e.xpcri- 
e n c e i n t v , 
eight with Taft 
Broad- 
casting in Cin- 
cinnati and Co- 
lumbus. He is 




Ostrander 



secretary of the 
Columbus Manufacturers Repre- 
sentatives Assn., publicity chairman 
of the Sales Executives Club of 
Columbus and a member of the 
board of governors of the National 
Academy of Television Arts and 
Sciences. 
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FFECTIVE 




BOTH REPRESENTED BY THE KATZ AGENCY 



(Antique »yp» from the Robinton Pforihoimcr Collection.) 
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NAB moves to ease i 
heat on Minn, outlet 

XAB entn/ into the forfeiture e; 
involving four Minneapolis m 
turns is taking on the aspects 
"test case." 

Via its general counsel* Dolt; 
A. Anello, NAB will challenge 
FCC s strict interpretation of 
terms "willful" and "repealed" 
one of the first cases' arising us< 
the new forfeiture provisions of 
Communications Act. 

The case, involving failure 
identifv a sponsor bv KSTP 
YY CCO-TV, K M S F - T V. 4 
WTCN-TV, will reach 
Court when the FCC refers 
feitures of §500 each to the |j 
District Attorney in Minncafl 
for collection. 

In a letter to the FCC more tl 
a year ago, Anello called the 
finding "unrealistic." Under C 
"willful" test adopted by Congr* 
he said, there must be intent m 
a showing that the licensee reef 
nized that his act violated the Jft 
In the Minneapolis case, he add* 
it was shown that the absence i 
sponsor identification "was not c 
liberate but an unintentional in 
take." Referring to "repeaff« 
Anello said this doesn't simply itM 
a violation occuring more ft 
once, but a showing that tlffl 
censcc knew it was a violation a 
continued to repeat it. 

The four stations had broade 
a video tape program supporti 
a Sunday closing ordinance i 
failed to announce that it was spc 
sored by an association of 
town merchants. 

CBS Labs taps Cudll 

Frederick J. Cudlipp, preview 
manager of eastern region for"" 
a division of 
Capitol Rec- 
ords, has been 
named director 
of professional 
product mar- 
keting for CBS 
Laboratories. 
Cudlipp was 
also regional 
sales manager 
of the Ampex Cutlli P p 
Corp. in Los Angeles, sales mi 
ager of Trans-Tapix Co. there', I 
tcehnieal advisor for NBC, X. I 
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OSY PICTURES FOR ABC TV 

filiates told of sales and audiences increases, plans for '64 -'65 season 



imimism and enthusiasm ke> - 
noted three regional meet in us 
Id hy AHC TV last week with 
ifesentativcs of its primary alfili- 
■ The sessions kicked oil Mon- 
11 1 New York and were followed 
gatherings in San Francisco on 
ednesday, and Chicago on Friday. 
Network executives painted rosy 
hires of sales and audience in- 
rases. and the affiliates expressed 
eir pleasure over the progress this 
jar over last, particularly citing 
eater strength in the news and 
arts areas and in the uumher ol 
rung" scries. In addition, the af- 
jUtes commended the network for 
p manner in which it handled 
fverage of the assassination of 
esldent Kennedv. and its after- 

mh. 

Nearly KM) affiliate represent. i- 
■ es were at the New York session, 
aking it the largest regional meet- 
g held between the network and 
•tern affiliates, according to Hob- 
I Cue, ABC vice president for t\ 
Mifoii relations, lie added that it 
m also "one of the most prodne- 
ve we have ever held on a regional 
isis." 

With station executives and ABC 
V management exchanging ideas. 



the morning session in N. Y. was 
highlighted hy a discussion ol cur- 
rent programing ami plans for 196 i- 
65 hy A BC T\' president Thomas 
\Y. Moore. Joining him were Julius 
Barnathan, v.p. and general man- 
ager of the network, and Kdgar J. 
Scherick, ABC \ .p. for tv network 
programing. 

Also deli\ ering reports were 
Fhnei Lower, president of AHC 
News, special events, and puhlie 
affairs: Chester H. Simmons, v.p.- 
gen. mgr.. Sports Programs. Inc.; 
and Armand Grant. A BC \ .p. lor t\ 
daytime programing. 

These executives also attended 
the San Francisco and Chicago 
meetings, w here the\ were joined 
In Douglas S. Cramer, director ot 
t\' program planning; Donald S 
Shaw, director ot t\ station rela 
tions. Joseph Ciacpiinto. director ot 
tv station clearance, and I leni \ 
Levinson, manager ol affiliate eom- 
miinicatious, t\ station relations 

Prior to the start ot the N \ 
session, A BC T\' treated alliliate 
e\ecuti\ es to a Breakfast on Sun- 
day, followed hy choice seats at the 
Polo Grounds for the American 
Football League name between the 
N . Y Jets and Kansas Cits ( hiels 



A BC has e\chisi\ e tv coverage ot 
AFL tilts. 

During t he meet in g, special 
plaques were presented to four 
ABC T\' primaries which have been 
affiliated w ith the network for ten 
years. Receiving awards were Bern- 
ard Berk, \VA Kit-TV, Akron. Don 
Perris. W'FW'S. Cleveland. 1 loward 
Maschineier, \V N 1 1 C-T\*. N e\\ 
I lawn; and Sam Flman. \\ \TB- 
T\'. Waterburv. Conn. ^ 




iHC station relation » personnel join thr 
tv neltfork' <■ pattern pr im nr* affiliate 
cxrcntii «•» in nuiting for the \. ). J fit 
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NEWS NOTES 

Memorial proposed: All Texas 
broadcasters are being urged to 
"chart the course" in establishing 
some "living" memorial to the late 
President John F. Kennedy who 
met his tragic and untimely death 
in that state. Spearheading the 
movement is a group called Texas 
Kennedy Memorial Organizing 
Committee, which consists of broad- 
casters John J. Coyle, KVIL, Dallas; 
\Y. D. "Dub" Rogers, Rogers Broad- 
easting, Lubbock; and Vann M. 
Kennedy, KZTV and KS1X, Corpus 
Christi. "The stain of the monstrous 
crime can never be erased," pro- 
claimed the committee, "but Texans 
should establish some worthy insti- 
tution which would keep alive the 
memory of the late President's vali- 
ant leadership of the free world." 
It's been suggested that the mem- 
orial be located in Dallas near the 
site of the assassination and that it 
might take form in one of several 
useful projects or institutions. 

CBS lands fully-sponsored links 
tourney: The $200,000 Carling 
World Golf Championship will be 



' : 



televised exclusively on CBS TV 
under a four-year contract, starting 
with the first tournament in late 
August 1964. Network will devote 
four hours to this first world cham- 
pionship tournament with an inter- 
national field qualified through open 
competition. There will be a spe- 
cial half-hour program on 28 Aug- 
ust, followed by live coverage of 
the contest on 29 August (5-6:30 
p.m.), and 30 (4-6 p.m.). It takes 
plaee at Oakland Hills Country 
Club, Birmingham (Detroit) Mich., 
the site of four U. S. Open Cham- 
pionships. In '65, it will be held at 
another U. S. course, '66 in England, 
'67 in Canada, then return to the 
U. S. in 1968. First prize is $35,000 
and second prize is $17,000, with 
other prizes scaled according to 
PGA rules. This gives CBS TV 
four major golf events. Others are 
the Masters Tournament, PGA 
Championship, and the CBS Match 
Play Classic. Lang, Fisher &: Sta- 
shower is the agency for Carling. 

See reeord first quarter: Twenty ad- 
vertisers plaeed orders totaling 
more than $8 million during No- 
vember in NBC TV's daytime 
schedule. In most eases, campaigns 
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Virginia does honors for Clairol 




TV personality Virginia Graham draws winning entries in ClajVol's ABC 
Daytime TV Sweepstakes, assisted by Pinkerton guard. Winner* will he 
announced Friday on "Queen for a Day." With them are (1-r) Cy Draddy, 
pres., D. I.. Blair Corp.; Judson II. Morn's, Jr., representing Foote, Cone 
6c Belding; Richard Bittncr, assistant product mgr. far Miss Clairol 



commence shortly after the: first 
the year in a total of eight daytiro 
programs, including Let's Make j 
Deal whielj premieres on 30 EJfe 
eember (2-2:25 p.m.). 

Earl Mqreland dies: Station iaanj 
ager of WMCT (TV), Mem|li 
since 1954, Samuel Earl Mord^H 
died 30 November after an illrrcs 
of several weeks. He was 49 y«*rl 
old. A pioneer in the broadcasts 
industry, Moreland joined \VM(Si 
an announeer in 1936 and worke^ 
his way up to the managerial pad 

ABC switches Portland affihaffl 
KATU-TV, Portland will be the n«fj 
ABC affiliate in that market ©fjl 
tive 1 March, replacing KPTV 
Fisher Broadcasting Co., whM 
owns KATU, is associated in own. 
ership with Seattle station KQMG 
TV, anottier ABC primary affiliate 



NEWSMAKERS 



Donald Keck to general sale 
manager of YVXYZ-TV, Detroit. M 
was an account executive at AfiC 
TV Spot Sales in New York, mm 
sob erred in announcing J oils* f 
Pival would assume this post. Mr 
Pival is president of WXYZ, lac 
and general manager of WXYZ-TV 

Lynn E. Kxox and Charles Col 
ling to WISH-TV, Indianapolis 
Knox, who was loeal sales manage 
for WISH Badio, becomes an m 
count executive. Golling will he di 
rector of sales development, lie wa 
tv-radio director of C a Id wall 
Larkin & Sidener-Van Riper. 

Paul Kane resigns as televisfel 
producer-director for YYXBC-T 
New York, lie plans to free-lancf f 
the production and packaging, a 
variety, sports, and doeumerftar 
programs. 

Ronald S. Fiuedwald to in nji 
of ratings for the National Bfpj 
easting Co. 

Thomas B. Smith retires as ofllc 
manager of KRON-TV, San Fran 
ciseo. 

LeRov V. Behtin to sales maJi 
ager of WNBF-TV, BingliajuW 
replacing Keith Dahe who lfa 
moved to a similar post at KFlIE 
T\', Fresno, another Triangle onlM 
Bertin has been vice president 
Bernard B. Sehnit/.er in San Ffft 
eiseo. 
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!adio strong with men 
summer and winter 

iparison of SIndlinger Radio Activity Saturday data 
lows afternoon and evening listening by men in winter 
>s summer listening, male listeners outnumber females 

Sindlinger Radio Activity 

S Vtl'ttt) \Y5 D.-c.-iiili.T V2-J.ni. '63 <>'<i/ii/>/r: t>.7H. IH >r<. nml <i/</. r > 





MALE 


LISTENERS 


FEMALE 


LISTENERS 


TOTAL LISTENERS 




Percent 


Projected 
Number 1000) 


Protected 
Percent Number 1000) 


Percent 


Protected 
Number 1000) 


o:UU-o 14 a.m. 


19.05 


10,839 


19.53 


11.864 


19.30 


22.703 


8:15-8:29 a.m. 


19.59 


11.147 


23.90 


14,519 


21.82 


25.666 


8:30 8.44 a.m. 


21.28 


12.108 


24.87 


15.109 


23.13 


27.217 


8:45-8:59 a.m. 


21.63 


12.307 


27.38 


16.633 


24.60 


28.940 


12:00-12:14 p.m. 


31.03 


17.656 


37.26 


22,635 


34.25 


40.291 


12:15-12.29 p.m. 


30.87 


17.565 


37.01 


22.484 


34.04 


40.049 


12.30-12:44 p.m. 


30.52 


17,366 


36.81 


22,362 


33.77 


39,728 


12:45-12:59 p.m. 


29.95 


17.042 


36.56 


22.210 


33.36 


39.252 


2:00-2:14 pm. 


34.93 


19.875 


33.33 


20.248 


34.10 


40.123 


2:15-2:29 p.m. 


34.68 


19.733 


31.75 


19.288 


33.17 


39.021 


2:30-2:44 p.m. 


34.87 


19.841 


31.83 


19,337 


33.30 


39.178 


2:45-2:59 p.m. 


35.00 


19.915 


31.66 


19,233 


33.28 


39.148 


4:00-4:14 p.m. 


36.49 


20.763 


28.85 


17.526 


32.55 


38,289 


4:15-4.29 p.m. 


36.27 


20.638 


28.66 


17.411 


32.34 


38.049 


4:30-4:44 p.m. 


37.03 


21.070 


28.24 


17.156 


32.49 


38.226 


4:45-4:59 p.m. 


37.47 


21,320 


27.96 


16.986 


32.56 


38.306 


8:00-814 p.m. 


19.85 


11.295 


14.55 


8,839 


17.11 


20,134 


8:15-8:29 p.m. 


19.12 


10.879 


14.02 


8.517 


16.49 


19,396 


8-.30-8 44 p.m. 


18.23 


10,373 


13.86 


8.420 


15.97 


18.793 


8:45-8:59 p.m. 


17.56 


9.992 


13.77 


8.365 


15.60 


18.357 
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MALE 


LISTENERS 


FEMALE 


LISTENERS 


TOTAL 


LISTENERS 




Percent 


Projected 
Number (000) 


Protected 
Percent Number (000) 


Percent 


Protected 
Number (000) 


8.00-8.14 a.m. 


22.75 


13.088 


27.94 


17.162 


25.43 


30.250 


8:15-8:29 a.m. 


23.17 


13.330 


30.52 


18.747 


26.96 


" 32.077 


8:30-8:44 a.m. 


24.47 


14,078 


31.94 


19.619 


28.33 


33.697 


8:45-8:59 a.m. 


25.99 


14.952 


33.07 


20.314 


29.64 


35.266 


12:00-12:14 p.m. 


33.05 


19.014 


43.75 


26.874 


38.57 


45.888 


12:15-12:29 p.m. 


32.87 


18.910 


43.06 


26.450 


38.13 


45.360 


12:30-12:44 p.m. 


31.88 


18.341 


42.79 


26.284 


37.51 


44.625 


12:45-12:59 p.m. 


32.50 


18.697 


4 1 .20 


25.308 


36.99 


44.005 


2.00-2:14 p.m. 


33.08 


19.031 


40.18 


24.681 


36.74 


43,712 


2:15-2.29 p.m. 


32.74 


18.835 


40.64 


24.964 


36.82 


43,799 


2:30-2:44 p.m. 


33.11 


19.048 


40.91 


25.129 


37.14 


44.177 


2:45-2:59 p.m. 


33.56 


19.307 


39.72 


24.398 


36.74 


43.705 


4:00-4:14 p.m. 


32.50 


18.697 


35.55 


21.837 


34.07 


40.534 


4:15-4:29 p.m. 


33.63 


19.347 


34.95 


21.468 


34.31 


40.815 


4:30-4:44 p.m. 


33.87 


19.485 


33.23 


20.412 


33.54 


39.897 


4:45-4:59 p.m. 


37.47 


21.320 


27.96 


16.986 


32.56 


38.306 


8:00-8:14 p.m. 


21.14 


12.162 


20.87 


12.820 


21.00 


24.982 


8:15-8:29 p.m. 


20.28 


11.667 


18.98 


11.659 


19.61 


23.326 


8:30-8:44 p.m. 


19.00 


10.931 


17.82 


10.946 


1839 


21 877 


8=45-8:59 p.m. 


20.79 


11.960 


16.20 


9.951 


18.42 


21.911 



Si m m i u s i;r<\it lor i.kIio listi nmt; 
hut vv lien it clinics to the in in 
ol tin- house (or he.ich or .into , 
uinti r is ,i time for very hct\ \ lis 
trniii'4 .lho. Comparison of the new. 
h -released Sindlin^er H.ulio \t 1 1\ - 
it\ S.itiirthi\ report for Amjnst- 
Scptcinl ier with Dec einhor jaiui.irs 
Satin day (l.tt.i shows a span of ne.ir 
h se\ en afternoon and evening 
hours u hen winter listening In men 
tops summer figures. 

Decemher-Jaiiuary listening hv 
men moves ahead of the summer 
Run res starting shortlv after I p in., 
and continues ahead until S p in .it 
niuht. W ith heavy sports listening 
dni iii'4 cold weather, the dilfereiu e 
can he accounted for at least in 
part, though not entirelv. since Jan- 
nary does not necessarily have ;i 
heavy Satnrdav sports schedule 

Further comparison of (lie sum- 
mer Siiidlini»er estimates with the 
w inter re\ eals men predominate in 
the radio .indience late S.itnrday 
afternoons and evenings during 
hoth seasons ( see charts ). In the 
w inter, innnher of male radio listen- 
ers pass women ahout 2 p.m.. while 
in the summer, percent. me of men 
in the audience tops the w omen's 
listcnin". percentage at I 30 p.m. 
It's not until nearh 7 p.m. however, 
that the total nnmher of men listen- 
ing exceeds the uomni in summer. 

For all adults over I S summer 
figures run well ahead of t lieir win- 
ter counterparts, thoirih the inaruin 
varies dependhi" on the time of 
dav. For examnle. total listening 
late Satin da\ afternoon in the sum- 
mer has less of a in irgin in the sum- 
mer than main other time periods 
accounted for In the irreaii r nnm- 
her of men listening in the winter. 

In the winter, peak listeuiivj In 
women comes at noon, falling stead- 
ilv as the dav progresses In the 
summer, there's a peak at 10 1 5 
a.m.. a drop, another peak at noon 
followed In an ehhiivi through tin 
afternoon, until oarlv evening, w In n 
it falls more sharplv. 

Male listeners hit one peak at 
noon in the winter, then after a 
very slight decline, huild to a great- 
er high at 5 p.m. In the summer 
male listeners also have a noon 
peak, hut then uo on to the 
hiiih at \ 15 p in. 

In hoth se.isoitN. one e tin men 
predominate in the Satunhn radio 
audience, the\ hold tin ir lead ^ 
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Ad director Lavern E. Gelow (I) supervises production at The Film Makers. Creative director for the studio is Lincoln Scheurle 
RADIO MEDIA 

"BIG E' HOT DOGS FIT IN RADIO RO 



Up -'n- coming meat company, Peter Eckrich & Sons, 
maintains an advertising and marketing program that 
competes with major national advertisers 



W% \rkly does a regional adver- 
H tiser run full-steam ahead with 
an advertising and marketing eam- 
paign as aggressive as those of 
major national advertisers. But 
Peter Eckrich & Sons, a meat-pro- 
ducts specialty house headquar- 
tered in Fort Wayne, Ind., has done 
just that, with notable success. 

Using radio as its primary med- 
ium, the Eckrich company airs 
commercials every 15 minutes on a 
daily, year-round basis, via key sta- 
tions in the firm's marketing areas 
of Indiana, Michigan and parts of 
Ohio and Illinois. This totals to 680 
or more soots per week on its basic 
34 radio outlets. Besides the un- 
usual volume of radio advertising, 
Eckrich maintains a sizable print 
and television schedule, especialh 
"weighted" to the individual com- 
munity, and to sales areas partic- 
ularly in need of bolstering. 

A heavy user of spot radio since 
1940, when Eckrich launched its 
first concerted campaign, advertis- 
ing manager Lavern E. Gelow has 
nothing but praise for radio. "Its 
success," lie says, "is demonstrated 
by our recorded, steady growth.' 
He points to the fact that Eckrich 
now ranks first in 31 out of the 10 
cities in its marketing area. 

Although the company's budget 
is confidential, known measure- 
ments of its media spending indi- 
cate that approximately 10% is al- 
located to broadcasting, 20% to 



newspapers, 20% to point-of-pur- 
chase, 10% to outdoor, and 10% to 
miscellaneous media. 

The majority of Eckrich's radio 
spots arc musical recordings of its 
"Talk About Good" commercial 
originated by Phil Davis Musical 
Enterprises in 1961. 

"Since then," Gelow said, "a num- 
ber of variations have been made 
for different products, such as 
Jiffy-Joes, Chop-T-Bcef, Smoked 
Sausage, Smok-Y-Links, etc., but 
always keeping the basic musical 
theme sometime during the spot." 

Indicative of the public playback 
the "Talk About Good" commer- 
cials have received^ is the flow of 
mail Eckrich receives addressed to 
the "Big, Big E, Ft. Wayne." Sig- 
nature of the commercial's lyric is 
"It's Eckrich with the big, big E." 

Included in all variations of the 
Eckrich radio spots is a full brass 
band, similar to Gillette's martial 
commercials. The midwest adver- 
tiser has arranged for 75 complete 
hand scores to be distributed to 
high school, college and university 
hands for inclusion in their own 
repertories; for records of the 
"Eckrich March" to be sent as a 
mailing piece to Eckrich dealers: 
and to be used for disk jockey, juke 
box, sales promotion and merchan- 
dising purposes. 

Besides Eckrich's 6S0 regular!) 
scheduled spots per week, the com- 
pany also has a standing order foi 



quick inserts at radio and televiffi 
stations broadcasting import! 
news bulletins, special events aij 
"outstanding programs." 

Some soecial events that the nip 
firm has sponsored locally 
gionally: the Notre Dame L T nM 
sity production of "Hamlet'** 
horse, race on an island in the Oil 
River (where it's legal because l| 
river is between two states); 
versity of Michigan football gan 
with "innings," a sports innovntinj 
the Tulip Festival in llollau 
Mieh.; the Blossom Festival 
Grand Bapids; local high sclio 
basketball games, ski meets, at 
letic events, special musical p. 
formances; and the opening of tl 
Detroit Zoo. 

For insertion next to a news hi 
letin, Eckrich has pre-paid time ai 
an assortment of three eommcff 
variations appropriate to the evei 
In marketing areas where Eekxl 
meat products are not the best m 
ler, these spot specials are eoilM 
trated. Currently there arc six 
where this is the case: Dejfcro 
Indianapolis, Grand Rapids, Garj 
Toledo and Evansvilk\ Ind. 

A new series of commercials, Ij 
signed and produced by The Fib 
Makers. Inc., of Chicago, wrfji 
now produces all Eekrieb telcvwi 
commercials, has been espeei 
geared to this plan — with annouvv 
ments in the series used in tv §|1 
schedules as well as regular pr 
gram commercials. 

In order to determine their flJ| 
rank, Peter Eckrich & Sons snrve 
consumers in cities with a 
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of -K).(XH) or more asking (I) 
name of .in\ frankfurters or 
Ik'oii meats vv hieh come to 
I and (2) the n. line of those 
based within the previous 
>th. These surv oys are usually 
lucted prior to planning the .11 1- 
Khi; budget to make certain 
brand identifieation with Irank- 
•rs or hiiieheon meats has in- 
m\l from year to \ear 
arkets that need additional 
bolstering are giv en expanded 
of broadcast spots, usually on 
station per market where radio 
telev ision outlets are alfiliated 
/or under the same o\\ nership, 
rYFMM-TV-Kadio, Indianapolis, 
in newspaper color inserts, 
irvevs have been a part of Kek- 
l's aggressive marketing policy 
I 1956, the year it copyrighted 
Big E" loifo. In these seven 
fes, the growth of its brand pur- 
ises and market is what ad diree- 
Celow calls "enviable." 
ftsofar as telev ision is concerned, 
ough Fekrieh occasionally uses 
inusical tlienies, focus of atten- 
bas been on appetite-appeal 
is tied in with motion-picture 
|t u)i(|iic, or with extremely tight 
■se-nps of the product. Last Oc- 
wcr, Fckrich's film "The Art of 
nig," produced locally by Gal- 
lath Productions, won an award 
the Columbus (Ohio) Film Fes- 
I in the category of business and 
vistry. Its competitors there hi- 
ded some of the largest coin- 
pies in the U.S. and abroad. 
Vter Kckricb It Sons bad its be- 
Ining in an inipreteiitions noigh- 
"hood grocery that stood at the 
hm of Smith and Wallace Streets 
■port Wayne back in 1907. The 
■f kitchen in the corner grocerv 
|fn became a modern plant. 
1 Two decades later in 1927, came 
■fctcr plant in Kalamazoo, five 
Bils later came a new and larger 
lint in Fort Wayne. Today, plant 
imber three is being built in Fre- 
'nnt, Ohio, and soon after its coin- 
I'tion, plans call for another plant- 
lice, a building in Fort Wayne on 
■W-ancl-n-balf-acre tract acquired 
■ Peter Fckrich 6c Sons last year, 
bi the intcrini. the firm has leased 
• ditional space in a downtown of- 
4e building with an address which 
U Y 1h* a happy portent of the firm's 
1 mire: 642 Growth Avenue, Fort 



El A head warns of loss of tv set 
and parts biz to foreign firms 

Imports now account for 12% of components In radios 
made in U. S., 16% of domestic market In video parts 



W1111 1 1 111 1 1 1 1 U'.oxh indnstrv 
w » athered some serious storms 
in 63. the coming months ine\ itabb 
huKI several threats which cast 
glooinv "shadow s over the hori/on. 

P01 tender of this ominous I utin e 
is ( diaries F. Home, president ol 
the Fleetronie Industries \ssii . en- 
gaged in the annual task ol sum 
ming up the old and looking to the 
new year. I lorne, vv ho is president 
of General I)v namics Pomona, did 
his cryst.il-ball-ga/.ing at the FI As 
Winter Gonfcrence in Los Angeles. 

In clanger arc three essential cate- 
gories, as Home sees it. They are 
consumer products, components, 
and government products. 

Manufacturers face the proba- 
bility that the present problem ol 
foreign competition will be further 
accentuated. Although the U.S. still 
enjoys .1 favorable balance of trade 
in the electronics area, it is sus- 
tained solely In military-industrial 
exports. A "very unbalanced situa- 
tion has arisen in consumer prod- 
ucts and components. 

Sixteen percent of the domestic 
market for tv receiver components 
was taken over In foreign pro- 
ducers in the first half of 1963. This 
includes all components in the 
156.000 tv sets imported, plus 127 
of the content of 3.5 million domes- 
tically produced receiv ers. During 
the same period, 46*1 of all imported 
radios and 127 of American made 
radios consisted of imported compo- 
nents. Receiving tubes imported in 
1962 totaled 52 million units. 
Through September of this \ ear 
these imports already hav e risen to 
50 million. 

Tv receivers began to feel a sig- 
nificant squee/.e from imports for 
the first time this year. In 1962, 
onlv 12S.CKK) tv sets, ehiefh small 
screen, were imported Through 
September this figure has more than 
doubled to reach 273.000 sets and 
may reach 450.000 by the end of the 
year. Home forewarned 

Low tariffs on electronic imports 
mav be further reduced — -as much 
as 507— at the 1961 GAIT interna- 



tional trade c onlen 111 1 s Ik ion 
tinned, t'l \'s big job this wintii 
v\ ill be to persuade the I S T.11 id 
Goinmissioii that further redm tions 
vv ill be disastrous to some segments 
of the indnstrv 

Additional tlurat to the <h nn- stu 
receiver market arises ironi the fact 
that after 30 \pril. manuf.u tnrers 
must limit prodin tion to all-eh.iniu I 
tv receiv ers, v\ bi< h cost more to pro- 
duce and will command a higher 
price. Net result could be a dei line 
in tv receiv er sales, said I lorne 
once the inventories ol v hi sets are 
exhausted. I* I A proposes Congress 
avert this threat In removing the 
excise tax 011 all-channel sets, thus 
making them competitive w ith v hi 
receiv ers. 

Defense and space expeditnres. 
which account for about 6()'« of the 
industry's 1963 sales — or $9.4 billion 
— mav be headed for congressional 
trimmings like those of last Janu- 
ary. "All of us, I believ e. are in fav or 
of gov eminent eeonoinv and against 
unnecessarv spending, said I lorne. 
"At the same tune vv e do not vv ant 
to risk falling to second place in our 
defense potential or. for that mat- 
ter, in space exploration cither." 
This is the theme 121 A will hav e to 
hit home to Congress in upcoming 
months. 

1 low ev er. I lorne s outlook for 
this vital segment of the market is 
anything but optimistic. It is only 
realistic, be said, to expect this 
market to level olf 111 1961 and de- 
cline 111 1965 and for several years 
thereafter "unless our international 
relations worsen." 

On this downbeat note. I lorne 
projected that dollar v olnnie of 
total electronic sales vv ill grow in 
"6 1, but at an even more sluggish 
rate than in 1963 Outlook is for 
an indnstrv total of around $16.3 
billion. 

Statistical indications for the full 
vear 1963 are that total electronic 
sales at the factorv lev el will be 
around $15.3 billion up 1 17 over 
1962s record of $13.S billion. Other 
than the gov eminent sales, which 
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were up sonic $1 billion over the 
previous year, consumer products 
still managed to hold their own 
despite the foreign-product influx. 

Sales should pass $2.5 billion, said 
1 lome, compared with $2.4 billion 
in '62. Since the dollar value of 
domestic monochrome tv sets has 
declined as imports have risen, 1964 
will probably see a decline in both 
monochrome tv dollars and units. 

Radio production is expected to 
drop off about 1 million units, to 18 
million, because of heavy imports. 
Total sales ( domestic and foreign ) 
should be around 30 million units. 

Phonograph sales rose in both 
units and value to reach 5.6 million 
instruments with a factory value of 
$460 million. 

Electronic industrial products — 
which includes a multitude of items 
— maintained a healthy growth rate 
to reach $2.7 billion. 

Electronic components rose from 
$3.7 billion to $3.8 billion but at a 
lower rate than equipment and sys- 
tems. Electronic tubes declined as 
imports took 18% of the domestic 
market, while semi-conductor de- 
vices leveled off in value. ^ 

Don't fear the 'depth 
interview,' firm says 

" 'Depth interview' is a term fraught 
with mystery to most clients, and 
carries with it the glamorous con- 
notations of psychological insight, 
leaping libido, and undermined ids, 
and the sweet possibility of punch- 
ing buttons which will somehow, 
against his conscious will, cause a 
consumer to purchase a product." 

This charge is levelled in first is- 
sue of "Ponder," a newsletter which 
will he published every other month 
by The Center for Research in Mar- 
keting, Inc., Peekskill organization 
dedicated to shattering the cliches 
and shibboleths which surround 
marketing research. 

Evaluating the depth interview 
as "a sharp tool in the researcher's 
hag, but a highly specific one," the 
newsletter outlines the require- 
ments for a true depth interview: It 
must be conducted in the form of a 
discussion betw een interviewer and 
respondent, recorded verbatim. The 
interviewer controls the interview 
on the basis of a series of question 
areas, but bis emphasis is upon 
probing; for responses beyond those 

•IS 



which are immediately forthcom- 
ing, as well as upon the spontaneous 
comment of the respondent. 

Purpose of the interview should 
be ( 1 ) to determine the range of 
response; (2) to determine unex- 
pected responses; (3) to form the 
basis for analysis of why the re- 
sponse follows a particular pattern; 
and (4) to stir creative insights, 
concepts, and hypotheses which can 
then be demonstrated to be correct 
or incorrect by more structured re- 
search procedure. 

The December "Ponder" also 
probes the breakdown in retail 
salesmanship of large ticket items, 
and informs of work in progress at 
the Center. 

New high reached in 
radio awards entries 

Record radio response: Radio en- 
tries in the fourth International 
Broadcasting Awards competition 
are running 100 per cent ahead of 
last year's contest. Ben Hoberman, 
vice president of KABC and 1BA 
radio vice-chairman, reports over 
1,038 radio entry requests received 
thus far, indicating "the resurgence 
of radio advertising during the past 
decade." Deadline for all entries 
has been pushed up to 15 Decem- 
ber and formal presentation dinner 
will be held at the Hollywood Pal- 
ladium 25 Februarv 1964. 



Eddie's at it again 



Key to fresh approa 
in tv ads is researqf 

Research is the one-way pa 
"me-tooism" in advertising, f 
lenged John Price, vice presi 
of marketing and research for 
der Rodkin Advertising. 

Research determines the SSf 
est motivations for purchasing 
havior, he told the Chicago jj 
ness Teachers Assn. "This do 
mean that we are going to 
playing Ring-Around-The-RJl 
he warned, "but it does mean 
the companies that build their 
vertising campaigns around a ■ 
fully planned research program, 
be a step head of competition, 

Price criticized some advert 
for not wanting to be out of 
with their competitors. "On© i 
pany talks about product pcrfi 
ance, and competition, belie 
that silence on the subject ii 
admission of guilt, jumps oU 
same performance bandwa 
When this follow-the-leader U 
vior is practiced throughout 
country, in both consumer anc 
dustrial advertising, you can set 
results: communication bf 
down, the consumer becomes 
fused, purchasing action gets | 
gish and advertising dollars 
wasted due to the poor presentai 
of the real product benefit. 

Staying a "jump ahead" rem 
— because of changing attiti 
"a continuous program of fg 
the consumer's pulse," conch [ 
Price. 
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Petersen Manufacturing last neek began 
a 2<>-neek schedule on CHS Radio's "Dong 
Edwards \ens." featuring Eddie Mayhoff 
in oue-iniiinte humorous problem-situa- 
tion s/>ots soh i'd by its \ ise-Grip locking 
h renvhes. This is first time in radio for 
I ise-Grip. .igenrr is The Middle Co. 



NAB and churchmen: A ■ 
committee representing NAB 
meet today (9 December) in 
York with a group from the 
tional Council of Churches to ] 
bate a recent Council pronera 
ment calling for FCC regnlatM! 
commercials and its endorseuxen 
network licensing. In additioj'| 
the 12-mcmber committee of br< 
casters, NAB President LeRoy 
lins will attend. 

Texan broadcasting scholars nwi 
The Assn. of Broadcast Execut: 
of Texas (ABET) has set up a sc 
arship program designed to 1 
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Yule log wrapped up for candy firm 



Siirroiiiidiim products to he pro- 
moted in first radio h\ I'i'rrv II. 
Cli ip ur noi , Inc. — a !) O-in inuti* 
"C'.liristni:is in New York" special 
on WCUS — are (l-r) Mr. (Iiipiirnoi. 
rliniriniin of the import-distributor; 
S;un J. Slate, CHS \ .p. and gen. 
niur. of VVCBS; and Jack Kurslian, 
Chipurnoi president. Showcasing 
assorted candies produced in Lon- 
don b> Callard tt Howser, for 
which Cliipornoi is sole importer. 



te theater interest amomi t nlk-m- 
lents in the broadcast industry, 
gin .1 IK. the amount vv ill be $500, 
m ui\ en ainnialh to .1 broad- 
jt 111 n student from different Texas 
lle«es ;nid universities. Prerequis- 
l are recominendation from the 
_ mk)1. eoinpletion of one ve.tr of 
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flciie. and broadeastimi as tlie 
jeer objective. Mike Shapiro, gen- 
1 manau;er of WTA \ stations in 
lias and chairman of the Scholar- 
ly Committee, said the first grant 
s to the L niv ersity ol Texas for 
term starting September 1961 
• award will be presented at the 
nal "Beth Award" banquet ol 
1ST in Mav. 



I new vets join ranks: The CBS 
I Year Club in New York now 
I wts 3.53 activ e members, after 
f • recent induction of 31 new 
I mlx*rs. In addition, the Club has 
I? members at various stations 
1.1 In offices and plants throughout 
■ ' c*)un 1 r\ and ov erseas associated 
>th the Laboratories. News. Badio. 



the li\ e-on-tape special will he 
aired 13 December on both am and 
fin, beuiiininu at \:'M) p.m.. and 
feature traditional In 11111s. carols, 
and sonus of the seaso-i. V mer- 
cliandisiim tie-in will have the 
WCHS Radio Christinas Bin., com- 
plete w itb Santa Chins, distributiim 
CiMi candies at major shoppiim 
eenters in the New York area. 
Auencv for Chipurnoi is Merrill 
l.iudsav Adv ertisim; 



Records. Telev ision Network. Tele- 
vision Stations, and Staff division 
of CBS 

Michigan station sold: \\ CI IN. 
Crand Hav en, sold In Bit hard D. 
Cillespie, president, to Messrs. 
Douglas J. Tjapkes. general man- 
ager of VYJBL. Holland. Ceorge 
Klies. promotion manager of \\ JBL. 
and William Mokina. a Holland 
businessman. Sale price was $120,- 
0(K), negotiated by Hamilton- Lan- 
tlis. 

Bollins income up 501: For the six 
months ended 31 October, Bollins 
Broadcasting net earnings were 
SJS6.3S.5 or 51 cents per share as 
compared with S3i3.2(M) or 1 1 cuts 
per share for the same l')()2 period. 
Revenues for the six months were 
$ 1.252.750 as compared with 13.- 
9IS.919 last year, an increase of S < . 

New olficcrs elected by OAB: Mari- 
anne Campbell, of YVJKII. Callipo- 
lis. is now president of the Ohio 




WHY SALES CLIMB 
ALONG THE SKYLINE 

You really go places in this one- 
buy" TV market with Gasoline 
and Petroleum sales as large 
as the 16th metro area and 
Automotive sales that rank 
19th! 

SKYLINE 



T V 



NETWORK 



P.O. oax 2191 • lOAwa falls, ioamo 

en •mmt. <*,«I.O«». COOI mom 



Call your Hall ngbery office or Art 
Moore in )he Norlnwest or John I 
McGuire in Denver. 
KOOK B.llinei KFBB Greal Falls KXLF Bulte 
KID Idaho Falls KBLL Hckna KM VT T«in Fall* 




SUPER 
SALESMAN 



AND 



WESTERN 
VIRGINIA 



The super selling power of 
WDBJ reochei '"to o 25-COunty areo 
beo"nng talet "«tiog«i to ihe cuito^er 
who actually ^o^es the buying deosso^. 

Far aver 39 years advertisers on 
WDBJ hove been bacted-up by the 
exceptional merchond ».ng »ervicei mot 
ore offered. 
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VIRGINIA'S NO. 1 TV MARK ET 
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Till-: KATZ AfiEMCV.iw 



»H Television Magazine 



WILL YOU GET A 
LIMOUSINE FOR 

CHRISTMAS? 

Give something that's different, 
remembered and chic . . . 

A CHAUFFEUR DRIVEN 

ROLLS ROYCE OR 
CADILLAC LIMOUSINE. 

Gift Certificates for Rolls 
Royce rentals start at $10. 
for one hour, Cadillacs at 
$7.50, including liveried 
chauffeur. Perfect for that 
night at the theatre, trip to 
the airport, day or evening 
at the race track or special 
business remembrance. 

Buckingham Livery 

349 E. 76th St., New York City 

YUkon 8-2200 



Broadcasters Assn. Waller Bartlett, 
\YL\V, Cincinnati, was named - first 
vice president; and Reggie Martin 
of WSPD, Toledo, second vice 
president. Secretary-treasurer Carl- 
ton Dargusch, Jr., was re-elected. 

Island hopping: II. Scott Killgore, 
who has extensive station holdings 
in Los Angeles, San Francisco, and 
Kansas City as president of Tele- 
Broadcasters, is extending his fron- 
tiers. As president of Pacific Broad- 
casting Corp. he has bought Radio 
Guam, owner of KUA.M (AM & 
TV), Agana, U.S. Territory of Guam. 
Price was $650,000, with Blackburn 
representing both buyer and seller. 

Georgia stations sold: YVLET (AM 
& FM), Toccoa, have been sold by 
Virgle E. Craig to H. F. Lawson 
and R. Gene Cravens, physicians 
and surgeons of Crossville, Tenn. 
Price was $90,000. Drs. Lawson and 
Cravens have been part owners of 
YVCLC, Jamestown, Tenn.. with the 
sale of their interests therein now 
pending FCC approval. Dr. Law- 
son also owns WAEYV, Crossville. 
Chapman Co., Atlanta, brokered 
the sale of the stations, the am be- 
ing a 5 kw daytimer on 1420 kc, and 
the fm operating on 106.1 mc. 



NEWSMAKERS 



Wavxe' Phelps, manager 
KALG, Alamogordo, N. M;| 
member of the Mutual 
Advisor}' Committee. 

Gerald M. Goldberg to direri 
of public relations and special | 
jects for WINS, New York. 

Norman Roslin to executive I 
sistant to the president of WJl 
Newark. 

S. B. Haywakd to manager 
the Canadian Marconi Co. s bro; 
cast division. 

Donna Bailey to sales merelii 
dising and promotion coordiQa' 
of WAGE, Springfield. She was-fi 
eral manager of the Ivy Players 
professional summer stock m 
pany. 

Allan Moll to director of pi< 
lie affairs for KHJ, Hollywood, j 
is succeeded as news chief bv I 
Edwards, former program direct 
of KFMB, San Diego. 

G. Lee Hartsfield to vice pj*fj 
dent and general manager 
WTRY, Albany-Schenectady.tr* 
N. Y. He was merchandising mas 
ger of Montgomery Ward in. 
banv. 



Station man a "sidewalk superintendent" 







Chicagoans passing the construction site of the Equitable Life Assurance 
Society on North Michigan Ave. may recognize a familiar voice. lack 
Brickhousc (1), mgr. of sports for WGN, made a recording describing 
the work to be played over loudspeakers, which he presents to William 
F. Mueller, maiiajier of the impressive project planned by Equitable 
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Media people, what they 
arc doiiit!. hnviriK and saying 
<i Dett-mM 1901 



■ Birth of a t^olf group: Hob Lewis of the 
Edward IV try Co. brings the Corner word of 
formation of the Eastern Advertising Coif As- 
sociation. As of now, plans are to limit tbe mem- 
bership to 150 golfers in tbe New York Metro- 
politan area, witb tbe membership as evenly 
balanced as possible among three branches of 
the industry — media, agencies, and advertisers. 
Anyone representing these categories is eligible 
to join. The group expects to hold four outings 
each year, from June through September, at 
various country clubs. Membership dues arc 
$25 a year. A six-man committee, which will be 
responsible for the administration of the group's 
activities, will be formed soon, and will include 
two members from each category. Interested in 
joining? Contact Bob Lewis at Pctry in N. Y. 

■ Timcbuycr going far as a copywriter: Fran 
Lindh has already gone a long way in this world 
as the result of a bit of choice copy she wrote. 
A timcbuycr at Garfield. Hoffman 6c Conner 



(San Francisco), Fran entered a contest run by 
KCO Radio, ABC's o & o outlet for the San 
Francisco-Oakland Bay area, conducted not 
specifically for agency people, but for the gen- 
eral public. Prize was a one-week all-expense 
trip to I long Kong. Along witb thousands of 
other KCO listeners, Fran sent in an answer to 
the question "What do you like most about San 
Francisco?" Her reply "The climate — climate of 
people where everyone wears his own crown," 
was voted the winning entry by impartial 
judges, none of whom was connected with 
the station in any way. The judges didn't even 
know Fran was a timcbuycr, until told by 
station execs. KCO and rep firms in the area 
staged a big going-away party for Fran at 
Coyne's — she was taken to the affair in a rep- 
drawn rickshaw! B.O.A.C. then whisked her 
away for a fabulous week at tbe I long Kong 
Hilton. Her son Stewart, stationed with the 
Marines on Okinawa, flew to I long Kong on 
leave to spend some time with his mother. 



SALLY REYNOLDS; radio's elastic hours 




With disarming charm, Lcnncn & Xewell's (New York) 
P. Lorillard spot radio and tv timcbuycr Sail}' Reynolds has 
a way of immediately dissolving away the veneer and uet- 
ting to the crux of a matter. In regard to radio traffic time, 
Sally says, "Many clients over the past few years have 
preferred radio traffic time periods — primarily to reach the 
adidt audience. Before the demand was so great, morning 
traffic time was considered to be from 6:30 or 7 a .in. to 
S or 9 a.m., and evening traffic from 4 to 6 p.m. Morning 
traffic has since changed to as early as 5:30 A.M. to as late 
as I0 a.m., and evening traffic varies from about 3-7 p.m. 
Of course all advertisers must rotate within these time 
segments, and 9 to 10 a.m. in any stretch of the imagination 
is not traffic time." Sally realizes that working hours vary 
in different markets, but she says "it seems that traffic 
time periods have taken in more hours than can be realistic 
of true traffic, and at premium rates. Pro-rating, in the near 
future all 24 hours will be traffic time." With L&N 15 years. 
Sally began her career witb rep firms, later went witb 
Kenyon If Fckhardt. Duanc-Jones, and Scbcidler Beck fc 
Werner. A grandmother who boasts two granddaughters 
as well as a daughter, she and her husband, Frank, make 
their home in Queens. 
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■ Yell for a Katz calendar: If you haven't been 
handed a 1964 Katz calculating calendar, take 
the ole Corner's advice and buttonhole a Katz 
salesman pronto. Or contact Ken Klein at the 
Katz Agency in New York. Most timebuyers 
agree that this tool for rapid calculation of re- 
newal and expiration dates makes life a lot 
easier. The attractive 9"xl2" card has a special 
feature — a laminated plastic finish which per- 
mits pen and pencil writing and erasing. This is 
the 20th year Katz has had the calendar made 
up, and although the print order has been in- 
creased each year to try to meet the growing 
demand, somehow there are never enough to 
go around. Since it's first come, first served, 
don't hesitate — holler! 

■ Made a v.p at D-F-S: Shelton Pogue, associ- 
ate media director at Dancer-Fitzgerald-Sample 
(New York) has been appointed a vice president 
of the agency. 

■ Desenex tunis to Olympics: WTS Pharmaceu- 
ticals, (Rochester, N. Y.), makers of Desenex 
athlete's foot preparations, plans to include 
scenes of Olympic events in a one-minute tv 
commercial proposed for use next summer and 



BUYER CONGRATULATES V.P. 




RECEPTION IN BOSTON; Donald J. Trageser (/), re- 
cently named a rice president oj CBS Radio and general 
manager of M'EEl ( Boston) , is congratulated by time- 
buyer Eileen Conradi of Keixyon * Eckhardt, along with 
Chirurg & Cairns a.e. Pete GrUler, and WEEl a.e. Pick 
Lnetters (r). Foursome is pictured at a reception held 
jar Trageser at the Statler fUltOn Hotel in Boston, which 
dreir more than 250 Npw England advertising people 



fall, along with spot featuring New York Giants 
football team, first used last fall. New commer- 
cial w£U be based on theme; "Wherever there 
are men of action . . . there is Desenex . . . of- 
ficially selected fox use by the XLS. Olympic 
Teams." Desenex used full-scale television ad' 
vertising for the first time last summer (top 01 
markets), following on the heels of a successful 
tv trial in four test markets the previous sum- 
mer. The firm used only ethical advertising until 
its venture into tv tests, when it also began 
using consumer print. Proposed Olympic theme 
tv campaign will be "extensive"; will be sup- 
ported by schedules in sports magazines, 
printed sports programs (including programs of 
all 22 trial events to be held in conjunction with 
the New York World's Fair next year), in addi- 
tion to ethical advertising. Charles W. Hoyt 
Co. (New York) is the advertising agency for all 
Desenex products: powder, aerosol, ointment 
and medicated soap. 

■ Coke orders another round: For the second 
consecutive year, Coca-Cola has purchased a 
spot sked on the Ivy Network of College Radio 
Stations. Spots for the 1963-64 school year are 
being aired at the rate of four per night, five 
times a week, for a total of 600 spots for the 
entire flight — the same sked purchased last 
year. Buy was for all eight Ivy stations, located 
at Yale, Harvard., Princeton, Dartmouth, Cor- 
nell, Univ. of Penn.,, Brown* and Columbia. Sta- 
tions are represented by the Ivy Network busi- 
ness office in New Haven. 



TV BUYING ACTIVITY 

► Standard Brands buying fringe minutes, prime 
ehainbreaks, and IDs, for a drive to promote 
Blue Bonnet and Flcisehmann's margarines, 
Campaign expected to start mid-December for 
a 22-weck duration. Buyer at Ted Bates & Co. 
(New York) is June Buekland. 

► Simohiz will promote various products via a 
campaign starting the end of December and 
continuing until the middle of May, 1964. Buyer 
Al Pearson at Danccr-Fitzgerald-Sample (Hew 
York) interested in fringe minutes, 

► American Chicle campaign utilizing fringe 
minutes and involving various products will 
begin the first of January and run for 33 weeks. 
Perry Seastroni is buying for the account at 
Ted Bates & Co. (New York). 
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WHICH AIR BOOK 

GIVES YOU 
MOST AT AYER - 
NO. 1 SPOT RADIO 
AGENCY? 



Sponsor at Ayer . . . 

n pt ions office-delivered alone, 
cores that are home-delivered, 
er-tinht and typical proof that 
iPOXSOR is important to key 
broadcast buyers 
and the key broadcast sellers 
looking for buyers. 
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N.W. Aycr's billing in 7 962- 
$120,000,000 



DLCIMI1IR IDh.S 



Staging a local radio coup? L to R: Orson Welles, The Shadow, Laurence Olivier, and the Green Hornet— Nostalgically remembers^ 



SYNDICATION 



Radio dramas gaining lo 



Nostalgia for sale: Syndicators of re-released radio 
drama programs find waiting advertisers and audience; 
Alcoa latest to jump aboard the playlet bandwagon 



Am i.hiiskh and station interest 
in old radio drama shows con- 
tinues to grow. Programs such as 
The Shadow, The Green Hornet, 
and Sherlock Holmes, re-released 
by Charles Michelson Co, in recent 
months, have been scooped up by 
local radio stations anxious to add 
something extra to their program 
schedules. In the larger markets, 
w here radio station competition is 
greatest, outlets have found the 
old dramas to be especially success- 
ful audience magnets. 

It \ ing Fold Ltd., an importer of 
tv film programs, recently compiled 
a group of BBC-produced radio 
dramas lor loeal l T . S. sale. Name 
performers such as Laurence 
Olivier, Ralph Richardson, Alee 
dimness, Trevor Howard, Orson 
Welles, Robert Morley, John Oiel- 
gud, and Michael Redgrave, arc 
featured in Feld's package, which 
was gathered Iron) tapes scattered 
.ill over the world. All of the 381 
half-hours in the package were 



broadcast at one time or another 
on the four U. S. radio networks, 
on lease from the BBC. 

Feld's package consists of 52 
half-hours each of Captain Horatio 
Hornbloicer, Adventures of the 
Scarlet Pimpernel, and Lives of 
Harry Lime; 39 half-hours each of 
Theatre Royal and The Black Mu- 
seum; 26 half-hours of Queen's 
Men, and 104 Secrets of Scotland 
Yard. 

The BBC-produced series first 
went on the air, in re-release, on 
W'RL. Boston, in June. Since then 
Feld has signed another eight sta- 
tions. Last week. Aluminum Co. of 
America announced it had bought 
full sponsorship of the series on 
KQV, the ABC-owned outlet in 
Pittsburgh. According to B. B. Ran- 
dolph, Alcoa's manager of radio and 
television, the company "hopes to 
engender new audiences and woo 
hack the older people with nostalgic 
memories of the old radio days." 

Wvtm signed a 13-week contract 



for two shows on Saturdays, 
p. m. -midnight, and two shox 
Sundays, 8-9 p. m., at an estirjft 
total cost of $4-5,000. Randt 
described the main purpose of I 
buy as an attempt to promote 
eoa's sponsorship of NBC 1 
Huntley-Briukley Report. Thf 
dio dramas will not be interrup 1 
commercials of an institutional 
ture will precede and follow 
half-hour shows. 

Messages will he built arc; 
this theme: "Alcoa, who also br 
yon The Huntley-Brinkley Re 
on television . . ." (It might 
noted here that Alcoa is using 
ABC-owned station to promote 
NBC TV show). Randolph 
Alcoa is watching the results ctf 
radio drama experiment for frtii 
expansion into other radio nnttff 

Feld's package has also been, 
to KMBC, Kansas City, where, 
series has just been renewed by 
R. B. Rice Sausage Co. for a s&\ 
13- week eyelc; KABC, Los Aug: 
KGO, San Francisco^' W'RL, 
YVGMS, Washington, D. C; K 
Dallas; WIL, St Louis, and 
Atlantic City, N. J. 

KMBC is programing 13 
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length 

jiirs or drama each week, 12 of 
Hch nrr .supplied In Feld. The 
W tec nth segment is Miehaelsnn's 
Mr' Shadoir. 

'eld s confidence in the radio 
p in.i resin lieiicc led him to import 
fc>lher monp of BBC-produced 
i y\\a : The C.ooil Coui/xmioav (26 
$ mnits), London Story (26); and 
Imlon /'/<ii//iowvr (52). Uter tech- 
Hal iniprnv e incut of the tapes, he 
fleets to release these in about 
5 mouths. Felt! also has at his dis- 
J*.al another 52 episodes each ol 
l\ulon Ston/ and London Play- 
|f(\c. hnt he is unsure of their 
t lmieal qnahtv . Thin will hav e to 
fl tested helore thev can he added 
If t In* second package. 

loth Feld and Michclson are op- 
tiistre ahont the i ntnre ol the old 
Clio dramas. Feld rails them 
ueless proyrams ol classic qiiai- 
that can sneeessfullv attrae! 
t Henees and advertisers. Mich.iel- 
»» noted that teenauers are just 
Iw-overimi radio drama ami are 
roving the "new phenomenon™ 
,k »«»id that older people enjoy 
| leiiiny to dramas w hile dm inU- 
w Ye heconie tired of hearing 
iv music on their car radios." 



VJji haelson said the ic leliase ol 
his tadio drama propei tirs is just a 
hiihln — "a siieiesshii one". I le is 
tillering them "onlv to ke\ stations 
m the top markets." ( Thev are now 
sold in 10 ol the top 50 markets. ) 
1 he most popular simple show, In 
tar, is 77ie Shadmi . w hit h has been 
sold to more than 20 stations, in- 
ch. dim; KM<>.\. St. Louis, W MM,. 
\\ aslum;ton, I) (.'.; \V( I\, ( Mnea go, 
\\ IS\. Milwaukee; k'Bl.A. 1 .os 
\nUeles, \\ ( )BI Boston, and 
\\ i:iU-:. Cleveland. 

James T. Butler, vice president 
and general manager ol \\ IS\, 
said 7 he S/w/i/nir was sold In Mae- 
Donald s Drive-In Restaurants lor 
13-weeks, ICveil helore the first epi- 
sode went on the air. however, the 
restaiirant chain renewed three 
times, and now is contracted lor a 
I nil 52 weeks. .Mat Donald s agenev. 
Warren Hiehman Co., said "The 
results hav e been gratifv nig and ap- 
parent. 

Butler uotctl that drama show s 
on radio, especially the rev iv als of 
old netw ork hire, "w ill attract large 
antliences, at least for a while, if 
heavilv promoted. 1 1 is our opinion 
that thev should be spotlighted as a 
radio special or spectacular, and 
that the old method of block pro- 
graming ol 2, 3 or 1 show s in a 
row liii^ht not work. 

M it haelson, how ev er, recoin- 
iiiends block programing — especial- 
lv on Snndav nights. 1 le points out 
that vv hen these show s were broad- 
cast v ears a '40 in Mutual s Snndav 
evening schedule the netw ork at- 
tained higher r.i tint's than its com- 
petitors. kM BC apparently agrees 
with Michae Ison's theory , and pro- 
grams its dramas Ironi 7-10 p. in. 
each Snndav, in addition to 3-1 
p.m. Snndav al tei noons, and I 2:50- 
I a.m. vv eekniuhls. 

k BLA is programing 1 I of 
Mil haelson s re-run dramas, two 
each night ol the week; T/ie Sinai- 
01/' and Famous Jim/ Trials (Mini- 
dav s ) , Stand H)j Tor Crime and 77k 
Chirk (Tuesdays ; I he Scaled 
Hook and Medical File ( Wednes- 
day s ) ; 7 /i e Hidden Truth and Lives 
of Ihm y Lime (Thursday s ); 
//untiring Hour and .\ ig/i/ Ih at 
( Friilav s ) , Df/Mgenmv Assignment 
and Verdict (Saturdays . and 
Sherlock llohnes and Weird Circle 
Snndav s * . 

Gotham Recording Corp. hopes 



to toss its lt.it into the ling t I sv 111 h 
tatuig 1 adio di.oii.es 1 I is m goh it 
mg lor tin- ihsti ibutiou 1 ights ol 
3Sf) /.n \ Httdio I In atrr hro.uli .isis 
all hosted bv Cei il li I). Mill, 
I'll in 1 OKimitmenls vv < 1 o expected 
hv I Dei ember, but at this writing 
no eoiitr.u ts have bet n signed 

I lerbert M Moss. Coth.nu piesi 
dent, s.nd the 1 ai\ pro-ams are 
dillienlt to aei|inre because no 
simple person or i;rniij) c ontrols 
them. I le said he would seek spon 
sols whose piodni ts 1I1 1 not 1 1 in 
Hil t W ith those o| I .ever Bios Moss 
believ es .1 1 ev iv al ol the I ai\ set ies 
vv ould attrat t a large ladio andieni e 
just among those who tuned in din 
inH the show 's 21 v ear 1 adio run 
( 1«J3I 55). 

( )pinn :11s ol agency dei ision 
makers differed w ideh on the sub 
ject ol radio drama. Sam Vitt 
media chief ol Dohertv , Clilford, 
Steers i\ Shenfield ( vv Inch is billing 
S 1 .5 million in spot ratlin this v ear ) , 
predicted the radio dramas w mild 
not "be used vv ideh because the 
pattern of buy inn ratlin has been es- 
tablished, lie endorsed the con- 
cept, hw ever, for "small advertis- 
ers' ur "large ones vv ith special 
problems." The radio dramas, he 
said, "will have good sin cess" with 
a limited group of specialized ad- 
vertisers, but "it's too diffit nil to 
attract a large chunk of audience" 
at one time for real cost efficiency . 

Kd .Mahonev , manager ol the ra- 
dio-tv department at Fuller <\ Smith 
<N Boss (agency for Alcoa), said 
"local i.iilio drama is of meat inter- 
est to ns . . . ain thing that s ^oni^ 
to <jjv e 1 1 s a rating, w e ll buv . Ba- 
dio. Mahonev added is the "least 
1 ostlv method of eettimi messages 
into a lot of people s homes." 

Paul ( mmhinner. radio-tv duei - 
tor ol 1 .aw rent e C. Cnnihinnei 
\tlv , ( w hiih plaeetl S3 T inilhon 
in spot radio this v ear ), thonuht 
the 1 esorm ni e of radio drama is a 
uoiiderlnl idea " C.uinbiinu r was 
1 insure, however, of the old trans- 
criptions — "I don t know if thev II 
be successful . I hav en t heard 
anv of them m\ self." I le predicted 
radio di .una would "require a terri- 
fic readjustment for audiences . 
people would hav e to learn to listen 
all ov er .main Thev have a dimen- 
sion for hstein rs that tv 1 an t hav e 
The mils are more beautiful and 
the fmhts are bloodier ^ 
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SYNDICATION 



30-hr. Christmas radio 
show due from Triangle 

\mong the many traditions asso- 
ciated with Christmas are special 
holiday programing efforts hy radio 
and television. Not only the net- 
works, hut many local stations have, 
in recent years, put together Yule 
programs in varying degrees of 
ambition; some Christmas shows 
are in syndication. 

Triangle Stations plans new di- 
mensions to holiday programing 
this year. A marathon radio pro- 
gram called The 30 Hours of Christ- 
inas will begin on all its am outlets 
at 6 p.m. on 24 December and run 
through midnight 25 December. 

It is divided into six thematic 
segments: (6-11 p.m.) "It's begin- 
ning to Look a Lot Like Christmas" 
w ill include readings and drama to 
trace the setting of the holiday 
mood; (11-2 a.m.) "O Holy Night" 
will feature religious music of the 
season; (2 a.m. -6 a.m.) "Here We 
Come A-Wassailing," carols and 
party atmosphere; (6 a.m. -12 noon) 
"On Christmas Day in the Morn- 
ing", stories and songs for children; 
(12 nown-6 p.m.) "We Gather To- 
gether," music and prose stressing 
the family significance of the day 
(6 p. in. -midnight ) "There's No 
Place Like Home for the Holidays," 
a smnming-up of Christmas Week, 
including pop songs associated w ith 
the season. 

Each 50-minute hour will allow 
]() minutes for local and national 
news. Between 1 1 p.m. and 2 a.m. 
there will be no commercial breaks. 
Other hours will have four commer- 
cial breaks, during which there will 
be chime and harp music so that 
filling each spot is not mandatory. 

Special was produced on tape bv 
Jerry Donohue of WFIL, Philadel- 
phia. It will be syndicated in 1964. 



NEWS NOTES 



Sponsors in direct buy: Four Star 
has registered sales of its properties 
to two advertisers. Monarch Wines 
bought The Detectives for WAII- 
TV, Atlanta, and Kroger Co. pur- 
chased Rifleman for telecasting on 
WDBJ-TV, Hoanoke. Other recent 
Four Star sales: Zone Creij Theatre 
to K MTV, De nver, K HEX-TV. 
Grand Junction. Colo., KYI I -TV. 



Amarillo, and KTVC, Ensign, Kans.; 
Rifleman to KVll-TV and KCMT, 
Alexandria, Minn.; Detectives to 
KTAR-TV, Phoenix; Dick Powell 
Theatre to KARD-TV, Wichita; and 
Stagecoach West to KVll-TV. 

Canada tv-movie fan: Seven Arts 
Productions, Ltd., has announced 
Canadian sales; Vols. 1-5 of SA fea- 
tures were sold to CFCN-TV, Cal- 
gary; Vols. 1-3 to CHSA-TV, Lloyd- 
minster, and CHOV-TV, Pembroke; 
Vols. 2-3 to CFPL-TV, London, 
Qnt.; and Vol. 3 to CFCF-TV, Mon- 
treal. CJPM-TV, Chicoutimi, Que., 
bought 71 SA features dubbed in 
French, and CFCM-TV, Quebec 
City, 12 French dubs. CFCF-TV 
and CFCN-TV bought 48 Bowery 
Boys features, while CHOV-TV 
bought 135 other features in addi- 
tion to its purchase of Vols. 1-3. Out 
of the Inkwell cartoons were pur- 
chased bv CFCN-TV, and CKNX- 
TV, Wingham, Ont. CJAY-TV, 
Winnipeg, bought 526 Warner and 
Popcye cartoons. CFCN-TV also 
purchased 86 British features and 
SA's series of 13 one-hour Boston 
Symphony Orchestra Specials. 

Hollywood producer expands: 
Heller-Ferguson, Inc., Hollywood 
producer of radio production aids, 
promotion spots, musical signatures, 
as well as commercials and films, 
will open new offices and produc- 
tion studios at 1600 N. Highland in 
Hollywood. 

Sales to the north: United Artists 
Tv has sold its Showcase of the Six- 
tics feature package to nine Can- 
adian stations: CKNX-TV, Wing- 
ham; CFCL-TV, Timmins; CJIC- 
TV, Sault Ste. Marie; CKCO-TV, 
Kitchener; CKSO - TV, Sudburv; 
CIICH-TV, Hamilton; CFTO-TV, 
Toronto; CJOII-TV, Ottawa, and 
CBLT-TY, Toronto, all Ontario. 

Trans -Lux dividend: Trans-Lux 
Corp. has announced a 15f per 
share quarterly dividend, to be paid 
27 December to stockholders of 
record 13 December. 

New firm: Walter Rcade-Sterling, 
and Frank Music Corp., have 
agreed to form a jointly owned 
music publishing .subsidiary, Wal- 
ter Koade-Storling Music Corp. Pur- 
pose of the new firm is world-wide 



exploitation of music rights e 
tained primarily from motion- g 
tore sources controlled hy B|M 
Sterling. Under the joint arranf 
ment, Frank will handle ma« 
ment responsibility, and R-S *» 
supply the copyrights to its ff 
scores and sound tracks. R-S a 
Frank will appoint three directc 
each to the new firm's board, w 
R-S owning 50.3% of out standi 
common stock. 

Battle Line continues to ga 
ground: Official Films' first-run E 
tit Line series is now sold in all 
states, with latest buys by KT\ 
Anchorage, aud KONA-TV, Hui 
lulu. The series is also sold in m 
South American country and Pue 
Rico. Tokyo Broadcasting beg 
telecasting it on its 40 outlets t 
month; Republic Electronics' tv s J 
Hon in the Philippines, and t 
Hong Kong tv station, have a, 
bought Battle Line, and it is sold 
over 25 Australian markets. 

M-Squad adds four: MCA TV'sf 
dicated M-Squad has been sold 
KPIX, San Francisco; KFMB-" 
San Diego; KELO-TV, Sioux Fa 
and AVKBW-TV, Buffalo. Q« 
MCA sales include Bachelor Fatl 
to KID-TV, Idaho Falls, | 
WILX-TV, Lansing-Jackson; 1 
That Bob, to WHIO-TV Baj 
and Famous Playhouse, to WT 
TV, Baltimore. 

Local strip available: Dorrusa I 
Productions, Wilmington, Kt \ 
has released for tv distribut 
Stand By With Rvss, a cons 
series of 45 taped two-minute I 
grams. The series is designed 
stripping, both as 11 tuo-minuw 
try and as- a feature in local sh< 
The buying stations are also. M 
the option of using the shows' . 
mats with their own pcrsonah 
after a familiarization audit of 
taped humor. Stand By With 
was orginated on WECT. 

Educational Wolper unit: WkJ 
Productions has formed an edtj 
tion division to sell the firm's M 
to libraries of school systems I 
associations, colleges, civic grtMj 
religious institutions, labor mm 
government agencies, and iwi 
trial companies. Jack Mulcah) 
Wolper producer, heads the dh 
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STATION 

REPRESENTATIVES 

TvAR study is 
proof that biz 
is still local 

Roller-coaster patterns in market- 
ing exist behind "national " ad drives 
of many advertisers, latest survey in 
rep firm's tv market list clearly re- 
veals. Researchers checked nsa^e of 
brands in 12 key categories 

T%ftK two large I'.S. markets ol 
iimihir size, similar total spot tv 
hillings, similar 1 Hiving incomes, 
similar tv viewing. You'd expect the 
avenige t\ household in each mar- 
ket to huy virtually the same brands 
of comparable household products, 
foodstuffs, and drug items, allowing 
for regional variations. 
But you'd be wrong. 
Despite the impact of national 
network tv, national print media. 




s* researcher Claire Mandell (r.) demonstrates interview technique in TvAR study by querying model housewife Andrea McMahon 
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and network radio, there are often 
more differences than similarities in 
U.S. marketing, and the advertiser 
w ho feels his national advertising is 
enough to do the jol) equally well 
in all key cities is headed for some 
unpleasant surprises. 

Since 1959, this fact of marketing 
life has been periodically probed by 
Television Advertising Representa- 
tives (TvAR) in a continuing series 
of studies which prove that a smart 
rep firm has much more to offer 
agencies than quick service on avail- 
ability queries. 

TvAR's latest "brand Compari- 
sons" study for 1963 actually covers 
eight major markets — Boston, Balti- 
more, Washington, Charlotte, Jack- 
sonville, Pittsburgh, Cleveland, and 
San Francisco — in which there are 
TvAB-repped tv stations (includ- 
ing five Group W stations). 

But it is in the first and last mar- 
kets in the above list — Boston and 
San Francisco — that some of the 
most striking differences in product 
usage and consumption were dis- 
covered by researchers of Pulse, 
Inc., which conducted field work 
for the study in March and May of 
this year. 

Boston and San Francisco come 
fairly close to being statistical Si- 
amese twins (see box, p. 58). In 
addition, they are both seaports, 
both historic American cities with 
cosmopolitan, "melting pot" popu- 
lations, and both are served by tv 
affiliates of all three networks plus 
independent channels. The two cit- 
ies are cultural, educational and 
musical centers, and citizens of both 
cities know how to live the good 
life and have comparable incomes. 

There, however, the resemblances 
start to run out in a hurry. 

llrcnkjasl patterns vary widely 

Examine the findings of the TvAR 
study concerning products gener- 
ally associated with the first meal of 
the day, breakfast, and the differ- 
ences are almost startling: 

► Coffer: In both cities, more 
than nine out of 10 households have 
coffee on the breakfast table. In 
Boston. 15.6% of families served 
regular ground coffee, and 30.8% 
used instant coffee (the remainder 
alternate between the two). In San 
Francisco, however, the picture is 
virtually reversed: 43.2^ of families 
served regular coffee and only 



12.5% served instant coffee. Why 
the difference? Nobody knows for 
sure, unless the British-Irish heri- 
tage of Boston makes the average 
Bostonian less fussy about a rous- 
ing, fragrant cup of the wake-up 
brew. In anv event, the instant cof- 
fee brands could clearly add more 
spot advertising weight in San 
Francisco. 

► Cold Cereal: There was a slight 
decline between May, 1962 and 
May, 1963 in the usage of cold 
cereals in both Boston and San 
Francisco, but better than three out 
of four households serve them reg- 
ularly. In Boston, the figure is 
77.2%; in San Francisco, 82.9%. 
(You'd think, incidentally, that 
there would be a reversal of these 
figures in the usage of hot cereals; 
not so — San Franciscans serve hot 
cereals in 77.4% of households, and 
in Boston the figure is 62.4%). The 
most popular cold cereal in Boston 
is Kellogg's Corn Flakes (44.8% of 
families serving cold cereal gave it 
top spot), and it's also the winner 
in San Francisco, but not bv as 
large a margin (36.5% of families). 
Again, this variation — plus others — 
indicates possible spot support 
needed. 

► Cigarettes: One of life's pleas- 
ant moments for main' is the after- 
breakfast cigarette, a moment of 
relaxation before the strife of the 
day. In Boston, 56.5% of men are 
cigarette smokers; in San Francisco, 
the figure is similar — 55.7%. There, 
the differences end. In Boston, 
25.2% of men smoke filter-tip ciga- 
rettes; in San Francisco, male smok- 
ers had a stronger preference for 
filters — 30.9%. More Bostonian 
smokers preferred regular brands; 
in San Francisco, fewer smokers 
stuck to regulars. In both markets, 
and in the eight-market study gen- 
erally, there was a decline in ciga- 
rette smoking between 1962 and 
1963, incidentally. 

And so the patterns go in the 
TvAR study, through more than 550 
brands in 12 major product categor- 
ies. 

There was only a quartet of 
major brand items — Lipton's Tea, 
Kellogg's Corn Flakes, Bayer As- 
pirin, and Yiek cold remedies — 
which managed to hold top rank in 
all eight of the TvAH markets. In 
other product categories — beer and 
ale. cigarettes, coffee, dog food. 



gasoline, hot cereal, margarine, rtf 
additives (such as Bosco and O'Va 
tine) — the leader in one market 11 
not necessarily the leader in othfl 
And, there were frequent cases 
which popular local and regran 
brands walked off with sizetfe 
chunks of the market. 

Said TvAR managing diregtj 
Robert M. McGredy of the mark, 
by - market variations uncoves?< 
"There are more ups and downs 
U.S. marketing than on a relj, 
coaster. The realization of this I 
national and regional advertisers 
undoubtedly one of the key facto 
contributing toward the continuir 
growth of spot television." 

A dog's life is surveyed 

Here are some further highligl) 
of the study, a project which it) 
under the direction of Robert S 
Hoffman, TvAR's marketing and r 
search V.p.: 

Man's best friend may be tl 
family dog, whether mutt or bfti 
blood pedigree, and dog-ownvir 
families arc increasingly imports 
to many food processors as a sid 
line, or even as a primary busine* 
The variety of canned, dried-, | 
otherwise packaged dog food in 
large supermarket today is notllii 
short of bewildering, and mm 
brands are large risers of broaden 
media. 

But dog ownership is far fro 
uniform. 

In Boston, a city which is one 
the few to have a dog breed officii 
ly named in its honor, do<i owns 
ship is at the low point amoi 
TvAR markets: 13.6%. About rtf 
way in the scale are such mark 
as Washington (24.7%), Clovefat 
(23.S%). and Pittsburgh (29,3*1 
Charlotte, N. C. is in the upj 
group, with 30.6%. The leaders a 
Jacksonville and (again the difc 
ence noted earlier) San Fraud* 
with 36.7% and 36.8% respective 

( In San Francisco — in 
words — there are almost three tini 
as many families owning dogs 
there are in Boston. What mak 
this particularly interesting is tli 
there is not that much variation 
climate, from the standpoint of tl 
general health and comfort of tils 
between the two cities to warm 
the difference.) 

Better than eight out of even* 
dog-owning families buys dog foi 



SPaNSQR/9 nrcEMBER I9i 



tin- laiuilv pet in all ol thi- 
ll itMfkeU. Alter that figure, the 
at ions bruin 

line lias hern soinethitiU of a 
■me in all Tv \ H inai kets in duu 
.ml pnrcliasiiiu hetw een 1902 and 
A. Thr bluest drop-oil was in 
fiiiioi e, where 90 r > ol doi^ ouu 
{families boiiidit clou food in 
jl, hut onlv S5.5 r ^ bought it in 
Baltimore, however, reported 
p* as huh h ns.me ol eaimed doe; 
onh ( 15.3 r > ) .is against the 

■ parable fiunre in Sau Francisco, 
& •■ 

Ijn another household I rout, en- 
s' uenerat ions of \nierie.ms have 

■ i downinu uhisses ol milk onb 
Mn it's spiked with a milk addi- 
spv. perferahh chocolate or Irnit- 
jb'red. 

IJie Tv \\\ study showed that us- 
kf ran all the way from a low in 
ri.hiiiidi of t.l.tr'r to a hiidi of 
m r in Washington, with Balti- 
»> a stronu rimner-np (05.5''). 
fyershev aclditiv es vv ere ncneralh 
■(most popular — but a strikim* 
Mem tpiickh made itself appar- 

■ one vv hieh ina\ well uiv e I ler- 
|f executives reason to reeonsider 
lir non-advertising polic ies. 

i ack in I 90 I , I lershev vv as the 
Ii jspntecl leader anions milk adcli- 
|»s in all of the Tv \\\ markets. B\ 
1*^, Nestle — a consistent broad- 
» -media user — was moving in 
I I of I lershev in two major in li - 
ft . Boston and San Fnnn isc-o. In 
it' 1903 stneb. \estle celled out 
Jl sliev ( IS.5'V to 30.2'"; ) in Cleve- 
IJ, and held its leadership in the 
Y iilinx e-inentioned markets. 

fjhket share is declining 

' v'lwt is particularh sii»nificant is 
'h Uershey has steadib been los- 
1) its perecnta<4e-of-inarket posi- 
"?< iii the five Tv \\\ markets where 
M shey still holds top rank. Other 
kids, sparked by Nestle, are cut- 
9i into 1 lershev sales, with Boseo 
pother air advertiser) show inn a 
J* decree of strength. 
I i summary, the TvAH findings. 
Jivvit from field research aminiu 
4<rlv 5.000 I'.S. families, reveal 
i, nearly even major advertiser 
ft; > markets and advertises his 
>i lulls ii.itionalb ini^ht indeed do 
•V 1 to consider how much added 
* d impact he niav need to smooth 
)i liis m.irket-bv -market sales 
*«ves # 

mm. \) mining l%3 



MARKET SIMILARITIES MASK IMPORTANT 
DIFFERENCES IN PURCHASING HABITS 

/•/'cure* helmv compare $mn lrunci.ni> ami Huston, tuo I .s, iiiir.% 
of generally similar size ami murhclinx u eight. Drspitf these 
similarities, ml vertisers hare no guarantee that ctmsu mers a ill 
fe«rV approximately the same hranils of a pireii cuteuorx in hath 
murhets a lien there is approximately similar national ail 
pressure hehinil it. Tv ill's Hither! M. McCreils shim s, helou , one 
of many tisane charts in .study. In lloslon, uvrrauc fumilirs used 
instant enfjee. mostly: situation is virtually reversal in >«« 
I'runrisro. nhere the preference is for regular entice. >urh 
ilijjerences occurred in cigarettes, gasoline, cereals, annum others. 
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Boston 


Sau Francisco 


TV homes (Oet 1903 ( 1 ) 
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Hank as tv market 
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Spot TV Hillinus 1902 (2) 
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Spot TV Billing per F.iinih 1902 
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Sets-in-use ( Metro Area )9a.in.-12 \1 
March 1903 (3) 
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F.lleetiv e Bnvinu Income per 1 louse- . . 
hold ( Metro area ) 1902 ( I ) * S -* i4h 
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TvAR plans to use study to help sell agencies on merits of special-support spot tv 

V) 



STATION REPRESENTATIVES 



Tex' draw still tops 




Tex Hitter, new Country Music Assn. pres., headed all-star cast at 
WBMD's recent Country Vlusic Jamboree in Baltimore, which broke 
all records there. Sponsoring event were Ballantine Beer, American Ideal 
Druggists, Frostie Boot Beer, Fox Chevrolet, Dairy Land Bestaurant, 
and Schmidt's Blue Hibbon Bread. With Tex are (1-r) WBMD gen. mgr. 
Carl Brenner; Helpful Harriet; Chuck Bernard, Country Music Net pres. 



Central billing setup 
mapped by Canadians 

While U.S. broadcasters continue to 
bear the burden of complex pro- 
cedural problems, their less-experi- 
enced neighbors to the north con- 
tinue to emulate established sys- 
tems. 

Latest example is the move by 
the Station Representatives" Assn. 
of Canada to study organization of 
a central billing agency to process 
all broadcasting national sales, both 
radio and television. As the system 
works here, via such central clear- 
ing houses as C-E-I-R and Central 
Media Bureau, agencies and adver- 
tisers receive one bill, complete, 
covering all stations in a spot cam- 
paign. Arrangements are handled 
by computers. 

While studying central computer- 
ized billing, the Canadian reps did 
definitely decide to join with the 
Canadian \ssn. of Broadcasters in 
setting up a new mechanized cen- 
tral mailing system using an IBM 
process control. Present systems 
were termed inefficient and ineffec- 
tive due to the tremendous number 
of changes among agency person- 
nel in particular, and also among 



the advertiser members. 

The compilation of radio data, 
a problem in this eountry, is also a 
subject of concern in Canada. To 
this end, SR. AC named William 
Byles, of Stovin-Byles Ltd. to head 
a committee to arrange a new sys- 
tem for compilation of industry fig- 
ures for radio similar to the present 
quarterly reports on tv expendi- 
tures. Presently, radio reports are 
compiled only twice yearlv. 

Boiling officials quit 
to form new rep firm 

Richard Swift, president of the tv 
division, and Richard Kocnig, vice 
president in charge of radio, have 
both left The Boiling Company to 
set up their own specialized station 
representative firm. 

New shop, whose name is under- 
going legal clearance, has interim 
headquarters at Suite 1211, 217 
Park Avenue, New York. 

With Boiling for 11 years, Swift 
has beaded the tv department for 
the entire period. Previously he was 
with CBS for 15 years, acting at 
various stages of bis tenure as gen- 
eral manager of WCBS, New York, 
concurrently general manager ol 



WCBS and WCBS-TV, and I 
WCBS-TV, New York 

Koenig has been with Boiling 
six years in split periods, origL 
as an aeeount executive, and 
turning 18 months ago to head | 
radio division. During the infoi! 
he was senior account executive 1 
Mutual Broadcasting for IhM 
years, and previously an acecurl 
executive for Peters, Griffin, WojJ 
ward. 



NEWS NOTES 



North Dakota stations to Blj I 
KNOX - TV, Grand Forks i| 
K END-TV, Fargo both in Nil 
Dakota, have appointed Blair T<S 
vision, BTA Division, exclusive - 
tional sales representative. Bothf f 
tions are owned by Polaris Bfo - 
easting, and under the same Mm 
agement. KNOX-TV is an A 1 
affiliate. Polaris executive v. p. HI 
Shively reports the two station! \ .1 
soon be eombined into a singlf; •- 
eration, under the eall letters KT I 
The new station will boast the tl- 
est man-made structure in 9 
world, its tower being 2,063 feci a 
height. 

New rep for WTRF: Stfltj 
WTRF-TV, Wheeling, W. Va., M 
be represented by the EcH d 
Petry Co. effective immediately ■ 



NEWSMAKERS 



Robert L. Stein to account el - 
utivc with Prestige Represents n 
Organization. He was assistant b I- 
ness manager at WCBS-TV, >« 
York. 

Thomas J. Browx to sales ftscB 
the for National Time Sales, fl 
was formerly with two radio i- 
tions, and two rep organization 

Rollix P. Collins, Jr. t& fl 
New York office of Peters, Gri n. 
Woodward, lie is a tv aeeount 'ft* 
utivc. lie is rcplaeed in Chicago 
Jawbi D. Devlin', who has heel M 
account executive with Wjl-S 
Baltimore. 

Thomas S. Bucii wax to as ; $i«.JH 
eastern sales manager in ehargi'ii 
.systems and procedures for 1 fl 
Television, lie succeeds J. Doc4E 
Howe, who has been made assis nl 
sales manager. 
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Ntws from nution'% 
capital of spcciul 
fnti-rcit to admen 
9 IK-tfinbcr H)(H 



^•■^ Regulatory agoncy heads gathered in the Wh i t e House Inst week to hear 
President Johnson praise , exhort and warn them about the i r 'great 

power" to advance or impede the American economy. 

Each of tho 16 regulatory chiefs addressed will have to bo his own 

interpreter of the Johnson preachment . On the whole , the tenor soomed to 

be heavier on warning than on praise. 

■fcjf Broadcast and advertising industries will have reason to intorpret 

the President ' s stand as leaning toward laissez-faire — except in his 
clear warning to agencies to resist pressures from the self-seeking. 

Johnson said he would follow the former president ' s policy of insist- 
ence that agencies encourage "natural growth" of the economy. This means 
refraining from raising "unnecessary obstacles" or from administrative 
incompetence that produces the same impediment to progress . 

He reminded agency heads that John F. Kennedy called for a re-assess- 
ment of the regulatory function as one of the most urgent areas of "unfin- 
ished business" before the government today. The former president was 
concerned — and Lyndon Johnson is concerned — over the regulatory ef f oct 
on "almost every activity of national life." 

"You hold a great power , he told the gathering. 

■^-^ "President Kennedy expressed the weariness Americans feel for »_ 

the battle against substitution of government ' s interest for the 
publ i c interest . " 

This phrase from Johnson ' s remarks may become one of the most quoted 
in the industry. More, the President said the pubic finds "distracting and 
irritating and ultimately intolerable the heavy hand of complacent and 
static regulation. " 

Also : "He (Kennedy) wanted the people to have from the government a 
standard of excellence which would inspire their conf idnce , instead of 
evoking their fear. " 

The President said that he did not mean to be crit ical of the agenc ies , 
but to challenge them. He urged them to consider "new areas of cooperat ion 
before we concern ourselves with new areas of control . " He exhorted them 
to "re-examine and re-evaluate" their regulatory role — something that 
Senate and House Commerce committee members have also urged at various 
times in the past. 
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-jfc"^ President Johnson said the White House would keep i ts eye on this 'very 
spec ial group* and "stand with you to the last , when you are right . " 
When the executive parents of the agenc ies feel the commissions are 

in the wrong , "you will know from us first and directly. " 

The President kindly assured them that he understood the tremendous 

burdens they are now carrying , and how often they must "sail unchartered 

seas. " 
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jfffc Recent thumbs down on vhf drop-ins by the FCC was intended to get uh,f 
rolling — but are there enough industry shoulders to the wheel? 
A planned meeting of the prime movers in the UHF Association for Oom,^ 

petitive Television in the near future may turn up some answers — and some 

surprises. 

Also expected in the near future, is an FCC! crackdown on holders of 
uhf construction permits who have hung, back, let building deadlines slide. 
FGC is expected to warn inactives that CP's may be pulled in and given to 
applicants ready to light up a station. 

(At this writing, Warner Bros,, of Hollywood has just filed applica- 
tion with the FCC for uhf operation on channel 38 in Chicago, and channel 
20 in Fort Worth, Texas. ) 

ACT itself may go out of business , leaving uhf to its own momentum. 

A planned gathering of key members of ACT was cancelled during the 
November tragedy, and vp Thad H. Brown is in the process of trying tq get 
another meet together. Purpose will be to survey the .whole uhf situation, 
past and present, and also the role of the uhf association itself. 

The FCC has ended a "crippling period of hesitance" by clearing the 
air on its intent to push for an 82-channel tv service* and the all-phannel 
legislation will soon add its thrust to uhf. Brown feels that under these 
circumstances, ACT may have completed its emergency role* 

ACT was never planned as a national broadcast association in compe- 
tition with NAB. Brown points out that ACT was founded only because there 
was no one else to help uhf. 

vice president Brown may bow out , now that his year of service 
promised to the association is up. 

Brown said last week that he had not made any definite decision's, but 
he will have to take a look at his own personal commitments at this time. 

Judging by comment of some of the uhf brotherhood, any collapse of 
the organization-^and also loss of a key man like Thad Brown — will be due 
to failure of members to take their share of association burdens. 

Brown says his personal preference would be for a very loosely con- 
nected group, united "in spirit." He would like to see a Washington head- 
quarters maintained for an emergency rallying point when needed. The ACT 
board will make the final decisions. 

Brown' s own faith in ultimate 82-channel tv service as the only possi- 
ble basis for diversified and compet i tive television, is unshaken. 
The ACT vp believes that competitive pressures and need fox more 

channel space in U, S, system will eventually erupt in a torrent of Uhf 

operation. 

He believes uhf will break through technical and financial barriers 
just as vhf did in its boom era. Has anyone forgotten 1947 surrender of 
speculative CP's now worth millions? Brown hasn't. 
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RCA CARTRIDGE TAPE SYSTEM 

utimatically Triggers Playback Units, Tape Recorders, Turntables, and Other Devices 




Here's a unique built-in feature! The 
Recording Amplifier of the RT-7 U Car- 
tridge Tape System generates two kinds 
of cue signals. One is used to automati- 
cally cue up each tape, at the beginning 
of a program, the same as in ordinary 
units. The other signal, a special I rip- 
Cue, can be placed am u here on the 
tape. This u ill cause the playback unit to 
trip and start other station equipments. 

You can preset two, or a do/en or 
more RCA tape units, to play sequen- 
tially. You can play back a series of 
spots or musical selections, activate tape 
recorders, turntables, or other devices 



See your RCA Broadcast Representative 
for the complete story. Or write RCA 
Broadcast and Television Equipment. 
Dept. DB-264. Building 15-5. Camden. N.J. 




capable of being remote!) started. ( In 
TV use I rip-Cue is ideal for slide com- 
mercials. Tape announcements can be 
cued to advance the slide projector ) 

You'll like the RT-7 H's automatic, 
silent operation, its compactness, high 
sty ling, perfect reproduction. Cartridge 
is selected, placed in playback unit, for- 
gotten until "air" time, then instantly 
played Cueing and threading are elimi- 
nated. Cue fluffs are a thing of the past' 

Transistor circuitry . good regulation 
for precise timing, low power consump- 
tion, are among other valuable featu res 



THE MOST TRUSTED NAME IN ELECTRONICS 





puzzle: 

mis 





The distance from midtown New York to WMAL-TV in 
Washington is exactly 225 miles as the car throttles 
via tunnels and turnpikes. 

One day last week, Art Elliott, Eastern Sales Mgr., and 
John Dickinson, Nat'l Sales Mgr., of HR&P, decided to 
safari down to the provinces to trap some data first 
hand. They left New York at 10 a.m. and travelled at a 
steady 60 miles an hour. Precisely one hour later, Bob 
Whiteley, WMAL-TV Nat'l Sales Representative, set out 
from Washington to New York via the same route. He 
averaged 50 miles an hour. As the two cars barrelled 
along in opposite directions, they were both stopped at 
the same instant by highway patrolmen searching for 
Japanese beetles. (This tale abounds in fortuities.) 

"I say," said Elliott, looking across the highway, "isn't 
that Whiteley of WMAL-TV?" 

"By Jove," answered Dickinson, "I believe you're right.' r 
And he was. 

At the point where this scintillating colloquy occurred, 
which car was closer to Washington? 

If it takes you more than two coffee breaks to work this 
one out, you're wastingyourtime. However, we'll reward 
diligence with some trifling prize. 

The closest you can get to the real Washington is WMAL~ 
TV. Locally-oriented daytime programming— "Girl Talk/ 1 
"Woman's World," "Exercise Time," "Divorce Courf"— 
makes every day ladies' day on WMAL-TV. Pitch your 
clients' products to these gals. They control most of the 
buying power in one of the richest markets in the country. If 
you can't get down personally, a call to Harrington, Righter 
& Parsons, Inc. will get you the necessary details. 

Address answers to: Puzzle =92, WMAL-TV, Wash., D.C. 2000B 



wmal-tv © 

Evening Star Broadcasting Company 
WASHINGTON, D. C. 



Represented by: HA It RING TO X, RIGHTER & PARSO.VS, Inc. 
Affiliated with WMAL and WMAL-FM, Washington, D. C; WSVA-TV and WSVA, Harrisonburg. Va. 



